The 


TRUE TEMPER 


Trade Mark is now asso- 

ciated with the World's 

Leading Brands of Kelly 
Axes. 


TRUE TEMPER identifies the 
Best of The American Fork & Hoe 
Co’s., Forks, Rakes, Hoes, etc. Culti- 
vators, Seeders, Skelton Shovels. 


AL. FOSS Porx Rina Bars 
TRUE TEMPER Fishing Rods 
TRUE TEMPER Steel Golf Shafts 


Axe Prices for Season of 1931 
Are Now Ready 
» a 


Lower than in 15 years 


i 


Dealers may place orders with 

their Jobber NOW, for future 

shipment protected against 
our further declines 


<r 


There are worth- 
while inducements 
for early speci- 
fied orders. 


Juees 5No-5SrAu LHAIRS, Snow Shoes, etc. 


KELLY AXE & TOOL WORKS \. 


OF 


THE AMERICAN FORK & HOE CO. 
CHARLESTON, W. VA. 
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TO THE TRAE 
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FREE 
This attractive 
selling counter 


display 
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Mr. Jobber— Write us 
about this free offer 


“BUDDY’ will throw new light 
on sales building for youe 





Sells for $1.50 complete, less batteries. 


$2.00 in Canada. Stands 3% in. high =D) ELTA ELECTRIC COMPANY 
INDIANA 
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No. 99 “Greyhound” 
Positively the LEADER 

of them ALL—A perfect 
beauty in Sales as well as 
design. Retails 25/. ai 





Ch 


No. 1100 “Brownie” 
A most popular 50/ 
Padlock — Smaller in 
size but GIANT-Like 
in strength. 








No. 500 “Junior” 


The FASTEST sell- 
ing 50¢ Padlock on the 
market! 






Shipping 
Weight 
14 Lbs. 






1002Profit iYou- 


ORDER from Your Jobber he has them for You ied Socue 





MASTER LOCK CO. - Worlds’ Largest Exclusive Padlock Manufacturers «Milwaukee, Wis., U.S.A 
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OTHER DOORS 


which should have the quiet, 
positive action of 
mot AV a Eo 
DOOR CLOSERS 


Entrance Doors—Front and 
Rear. 

Cellar Doors—To keep dust 
and dampness from the house. 

Kitchen Doors—To prevent 
cooking odors from permeat- 
ing the home. 

Bathroom Doors—To insure 
its atmosphere of privacy. 
Closet Doors—To prevent re- 

vealing personal things within. 
Bedroom Doors—To insure 
restful quiet at all times. 


Playroom Doors—To prevent 


noisy playmates from annoy- 


ing guests. 





A 





cx DEALER 
SERVICE 








| Be yp 
“JHE approach of summer brings you an oppor- 


tunity to increase your profits by featuring the Yale 
Screen Door Closer, and suggesting its advantages 
to customers. You will find them responsive to the 
comfort and quiet of this unobtrusive mechanical 
doorman. Many screen doors have no controlling 
device while others have merely a coil spring which 
closes them with a nerve-wracking slam. Yale Screen 
Door Closers insure quiet and keep out insect pests, 
and the sale of a closer for the screen door may 
easily lead to sales of Yale Closers for other doors. 
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-- Will find this a prof- 
itable time to earry 
an adequate stoek of 
YALE DOOR CLOSERS 


Ot: OFFER YOU 


the following merchandising 
aids to help you sell Yale 
Door Closers: 












Here is a fine 
assortment of 
silent salesmen 


for you. 






FOLDERS — attractively illustrated, to 


point out to your customers the doors 














that need Yale Door Closers. 


NEWSPAPER ADVERTISEMENTS 


—seasonable and convincing adver- 





tisements for use in your local news- 
SPAPER E=! ; 


papers over your own store name. 








Proofs of single and double column 


advertisements will be sent on request. 


DISPLAY CARDS—colorful and dom- 
inating cards, like those shown. You 
can use them as the central points in 
window displays that will bring cus- 

tomers into your store. 

DOOR CLOSERS 


Ps sachet tes 








MOUNTED DOOR CLOSER—makes 
sales for you by demonstrating the 
prompt, sure, noiseless action of Yale 
Door Glosers for screen doors and 
other doors. Furnished at nominal 
cost—details on request. 








Send for this material and use it to cash 
in on the very definite sales opportunity 
which the screen door season brings. 


Fill out and mail this Coupon 





THE YALE & TOWNE MFG. CO. 
Stamford, Conn. 


Send me the assortment of FREE sales helps 
to push the sales of Yale Screen Door Closers 
which I have in stock, or will order. 


Send full information regarding the price, 
etc., of Mounted Yale Door Closer. 


I eee atbante 


i a is ena 











MAY 7, 1931 





FAST SELLING 


STANLEY SCREW DRIVERS 


in Colorful, Sparkling Display Stands 


[DESIGNED in keeping with the 

modern trend in displaying mer- 
chandise, these new Stanley Screw 
Driver Displays command attention. 
Each assortment of screw drivers 


includes only the fastest selling sizes. 

The metal display stand, the screw 
driver handles, the descriptive label— 
all are finished in bright, attractive col- 
ors—your customers can’t miss them. 


cite ceil 





STANLEY “Hurwoop” STANLEY “Grip-E-Grip” STANLEY 
Screw DrRIvER ScREW DrIvER ASSORTMENT ScREW Driver 
ASSORTMENT No. 700 ASSORTMENT 

No. 20A Stanley “Grip-E-Grip” Screw Driv- No. 270A 


ers never slip in the hands. A gritty 
non-slip substance on the wood han- 
dle gives twice the twisting power 
when the hand is dry and eight times 
as much when the hand is covered 
with grease. 


Stanley “Hurwood™ Screw Driv- 
ers No. 20 have been the standby 


These new popularly priced screw 
of craftsmen for over 25 years. Pop yP 


drivers with their bright two color 
handles are offered with a cheer- 
ful red display stand. A fast seller 
to home owners. 


Assortment No. 270A includes 


This new all steel display stand 
(finished in bright orange) will 
speed up the sales of these first 
quality screw drivers. This new selling display stand is 


iis We ee te made of steel finished in bright blue. 


twelve Stanley Screw Drivers No. Assortment includes twelve Stanley twelve Stanley Screw Drivers No. 
20—four each—4”, 5” and 6” “Grip-E-Grip” Screw Drivers—four 270 — four each, 4”, 5” and 6 
sizes. each 4”, 5” and 6” sizes. sizes. 


Order these displays from your jobber. Put them to work on your counter, window—anywhere. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS @ 
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WHILE BIG BUSINESS 
has been taking 


A HITCH IN ITS BELT! 


Neely research engineers have been working to give you 
an improved product. 

At every step in the manufacture from raw material to 
finished product, tests for precision, accuracy, strength, 
and fine finish are made. Real tests that now enable us 
to offer you what will hereafter be known as ‘Tested 


Quality.” 

Watch for additional information on the subject—and 
in the meantime, avail yourself of the added profit pos- 
sibilities by stocking Neely Tested Quality. Distributors 
and jobbers should write to us at once for complete 


details. 


This symbol of 
“Tested Quality” 
appears on every 
container. It is the 
identifying mark 
of a super-product. 









NUT & BOLT CO. 
PITTSBURGH, PA. 
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EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


quick turnover merchandise —and far outsells any 


RY af A L other brand on the market. 
2 Back of these dealers is the strongest and most 
Zine [nsulated 
eg GO gM cg A Ita gE eg cy gag 


effective advertising and sales promotional cam 
———— paign that makes their store fence headquarters 


REG IN U.S. PAT. OFF. 
Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 


THAN ANY OTH RAND/ 
_ wim AV) E ane emia: ; y 









e 


Breer 
oe a 





: GENERA 


-- BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 
* 


1831 gf == a 95) 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago sussibuary oF unrrep [U\srares sexi conrorarion And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York =. 
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SCIENCE 
looks. ab Golf Clubs 


LD MAN TRADITION has said...‘‘Use 

WOOD clubs for your long shots. No 
other head material is as resilient...as tough...or can 
equal the distance given by WOOD.” And millions of 
golfers accepted this tradition as TRUTH. 

But General Electric engineers were skeptical. They 
had found Old Man Tradition wrong too many times 
before. So for the FIRST TIME in golf history...a group 
of engineers investigated golf clubs from a really 
scientific standpoint. 

Then out of months of experiment and research... 
came a new golf club head. A moulded head...of a 
material called G. E. TEXTOLITE...not only vastly more 
resilient...and tougher than wood...but that would stand 
five times the impact. A material that rocks could not 
break...water could not penetrate...time or temperature 
could not affect. A club head that could be shaped, 
weighted, balanced and matched for the FIRST TIME 
...in steel moulds, scientifically and accurately...eliminat- 
ing all human errors. 

These are the clubs you will want this season to lower 
your score...to master your direction control...to insure 


Super-Distance, scientifically...for your long shots. . 


Your Pro or Dealer will supply you...or write to us 
direct. 


SCHAVOLITE GOLF CORP., Long Island City, N.Y- 












TEXTOLITE 
HEAD 


Tougher . - more 
resilient ... gives 10 
to 40 yards more dis- 
tance per shot. Look 
for the G. E. Mono- 
gram on the head of 
every club you bwy- 


SCHAVOLITE 


A club revolutionary in every feature . . . of vir- 
tual one-piece construction. The steel shaft is 
moulded directly into the head to prevent vibra- 
tion, So rigid and permanent .. . a Stillson wrench 
cannot loosen it. No rivets. Driver, Brassie or 
Spoon, unmatched, $6. Matched sets of 3, $20. 
Single clubs from these matched sets, $7. Custom- 
Built, matched, registered sets, $30. Single clubs 
$10. Men’s and women’s left and right-handed 
models. 


SUPER-DISTANCE...SCIENTIFICALLY 
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-- aclinching argument with 
the man who knows tools 



















LL STEEL”— those two words don’t 
tell the whole story on TRIMO wrenches, 
but they tell enough to sell many a pipe 
wrench customer. 


All Steel means strength throughout. No 
weak points that may break when hard 
usage comes along. No soft spots to 
favor on an extra tough pipe turning 
assignment. All steel is the briefest way 
of answering the question, “Will TRIMO 
stand the gaff?” 


As additional sales ammunition, just 
keep in mind the replaceable jaws, handy 
nut guard and protected inside spring. 


A product of Trimont Mfg. Co., Roxbury, Bos- 
ton, Mass., makers of TRIMO Tools 
for nearly half a century 
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Your Declaration 











A newly Warrenized Store. Courtesy Beerheide Hardware Co., 5113 Diversey Ave., 


WARREN 


J. D. WARREN MFG. CO., 208 W. Washington St., Chicago, Ill. 
We want to know more about Warren Fixtures and Correct Store 
Arrangement. Please send us: 
[] The new No. 31 Warren Fixture Catalog. 
(] The Warren Display Table Folder. 
{[] The No. 330 Information Sheet for Suggestive Store Arrange- 
ment. 
C] Without obligation, please have your Store Engineer call when 
in our vicinity. 


MAY 7, 1931 


of Independence 


“Receptive to new ideas’”— 
There’s half the key to progress. 
New ideas of display have created 
chain competition. The same 
ideas can strengthen you in com- 
peting against the new competi- 
tion. 


Display is not new. Its appli- 
cation in Warren Store Equip- 
ment is the modern feature which 
steps up, and peps up hardware 
merchandising. Your store, once 
you have applied the methods 
freely shown you by experienced 
Warren Store Engineers, will 
make selling faster and easier. By 
rearrangement, with Warren Dis- 
play Tables and Wall Fixtures, 
the average sale is increased-—the 
average time per sale is decreased. 
What this will do for your net 
profit you can easily figure. 





Your first step is a thoughtful 
one. Have us send you the 
Warren Display Fixture book. 
Study it. Lay your problem be- 
fore Warren Store Engineers. 


Send the coupon now while 
the matter is in your mind. 


Chicago, Il. 


J. D. WARREN MFG. COMPANY 


208 W. Washington St., Chicago, Ill. 


SS PA Por Te errr ert ee eee ee ee ee ee ee 
EE, SS Casi d 6 oh arwcle bse 5:0.0)5 0106 es Week eA S geese eae 4 
Peer rene rt rae eee ee eee ee MN i sbecscwaws 
HA 5-7-31 

11 











MY 




















\ 


\\\ 
\ 






























4 


























WATER SYSTEMS 


Embodying 
Many Patented \ruprovements 


Are Built 
to the Finest of 
Mechanical Standards 












































SELF -OILING \ 
nd {I 


1; POWER PUMPS a 











a... 


Ask tor Catalog 




















\ 


Positive self-lubrication, housed gears and working parts, \ 
through shafts with double self-oiling and self-cleaning : 
bearings, oversize valves, unrestricted water ways and \ 

other features present a striking individuality in pump \ 
design and pump performance that carries prestige and : 
profit with it for Myers Dealers and Distributors, 
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The Most Effective Displays We Have Ever Offered the Dealer 





'Carborundum | 


Abrasive Products 


Carborundum / 
Aloxile r 
(RINDING WHEE! 


Carborundum 








trade we have never before offered such effective win- 
dow displays as these new lithograph panels. 
Attractive, startlingly so-——colorful, decidedly so—sales 
producing, can’t help but be. 
Lithographed in seven colors these panels tell a real story 
of Carborundum Brand Products and their uses. 
The artistic center-piece showing Niagara in all its glory 


T all these years of sales co-operation with the hardware 


compels attention. ” 
It’s a display set well worthy of a place in your window- ae 
in your store. © s 
A set is yours for the asking—use the coupon. wf 
i The 
” Carborundum 
- Company 


* 
° Niagara Falls, N.Y. 


THE CARBORUNDUM COMPANY os 


REG. U. S. PAT. OFF. e Please send me set 
* 


a of your new windou 
NIAGARA FALLS, N.Y. ie atlas 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. _ 
Sales Offices and Warehouses in Ps Name 
NEW YORK H CHICAGO § BOSTON H PHILADELPHIA : CLEVELAND o 
DETROIT : CINCINNATI : PITTSBURGH $ MILWAUKEE rc Street 
GRAND RAPIDS : TORONTO, ONT. ot 
AR UNDUM IS A REGISTERED TRADE MARK OF THE CARBORUNOUM COMPANY oe City — “ee 
(¢ BOR EGISTERED TRADE ° e 8 °. ) ° aa 
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SHELBY 
CHECKING 
FLOOR 
HINGES 


We Have a Checking Floor Hinge That Will Meet Every Requirement Where a Check- 
ing Floor Hinge Can Be Used. 





We make Single Acting Checking Hinges in two types COMPRESSION SPRING TYPE: 


A : 4 ° : ° "9 sizes—Nos. 12 3- ig » weigl : 
—tTorsion Spring and Compression Spring (illustrated) mn yaa Nos. 12 and 13—for light and medium eight in 
as . > ses eae In two sizes—Nos. 14 and 15—for heavy interior and entrance 
rORSION SPRING TYPE: doors to theaters, public and office buildings, etc. 

In two sizes—Nos. 18 and 19 for heavy interior doors, entrance In three sizes—Nos. C13, C14 and C15—for use on doors hung 


singly or in groups without mullions or with mullions where it is 


und vestibule doors. 
desired to have the doors center hung. Sizes take care of light, 


os salina . ‘ , a = , 

many aoe Nos. 118 and 119 with tapered spindle—for extra medium and heavy doors and are used extensively on_vestibule and 

ss ‘ entrance doors in theaters and public halls. She sIby Door Stay and 

In two sizes—Nos. C18 and ©19—for single acting doors that are Holders are recommended to be vsed where it is necessary at times 
to be center hung. to have doors kept open. 


For Details See Sweet’s Index or Send for No. 30 Catalog. 


MANUFACTURED BY 


THE SHELBY SPRING HINGE CO. Shelby, Ohio 


Coast Representative: POND HDWE. SPECIALTY CO., Los Angeles, Calif. 














COR STOVE BOLTS 


Stove Bolts Stove and Tire Bolt Nuts 
Tire Bolts S. S. Nuts 
Sink Bolts S.A. . Castellated Nuts 
Wood Screws A. E. Plain Nuts 
Drive Screws y oa Chain 
Coach Screws Plumbers’ Chain 
Machine Screws Register Chain 
Set Screws Safety Chain 
Cap Screws Furnace Chain 
Thumb Screws Ladder Chain 
Special Automatic Sash Chain 
ew Machine —— Pins 
Products edometers 
Machine Screw achometers 
uts 


THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 





New Britain, Conn. 
Warehouses: Chicago 
New York Philadelphia 
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You'll ask that question yourself the first time you operate a 
set of doors on which “Over-the-Top” Door Equipment is in- 
stalled. A slight pull on the outside handle (or a push with 
the foot from the inside) and the door rises to a position over- 
head of its own accord. 3 SECONDS and it’s open! Closing 


is just as simple. 


“Over-the-Top” Door Equipment is new in design—it repre- 
sents the greatest advancement in the operation of garage 
doors since garages came into existence. Yet it can be quickly 
installed on standard doors purchased from the local lumber 
dealer or on doors now in use on a prospect’s garage. 


Here is the convenience that garage owners and prospective 
builders have been looking for. “Over-the-Top” Door Equip- 
ment is being sold wherever it is demonstrated. The ease of 
operation . . . simplicity of mechanical parts . . . and 


remarkably low selling price of this new specialty opens one 
a vast and profitable market right in your community. INVESTIGATE | MAIL TS Se SOU ee. 





it work 











Two huge coil springs assure ease of operation. 
They are properly heat treated and oil tem- 
pered—their strength has been scientifically de- 
termined so that but half their capacity is 
required. 


' a 
Write for more information. ' FRANTZ MFG. CO., Dept. H-5, Sterling, Il. : 
Tell us more about ‘‘Over-the-Top’’ Door Equipment 4g 
$ 
Frantz Mfg Co Sterling Til z and give us your discounts to dealers. | 
5° *9 o) ° 4 a 
i 
Dept. H-5 ; BIEI ING eee nr cs cities Faisick ei aneln ene cncecidelels r 
| (Print Plainly) 4 
' ' 
Me PPO iid cigs eis Hiei oc loc ceieetsasesnceeessannee 4 
&» ! 1 
- RT AEs Ravn ska eee res ck cekes vs Sa eae : 
i v 
je 


el Op 





vel- h Door Equi 





oment 


PATENTS PENDING BY FRANTZ MFG.CO. STERLING ILL 
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Lawn Sprinkling Time 
Is the Time to Sell 
SHERMAN PORTABLE 


SPRAY HEADS 


The price is so LOW that all home 
owners and other land owners can well 
afford these Solid Brass 
Sprinklers. 


practical 


Sherman Portable Spray Heads fit 
standard size hose, give a very fine 
mist-like spray, will not tip over; need 
no adjusting and will not injure ten- 
derest plants or finest lawns. 


Most users buy a carton of 4 Spray 
Heads with 2 Caps; also extra coupling 
equipment to divide old hose, and buy 
new hose to extend system. Now is the 
time to sell them for homes, golf 
courses, nurseries, parks, gardens, ceme- 
Big- 


gest profit maker in our entire line. 


teries, playgrounds, estates, etc. 


Mounted Made 
Securely Only 
on with 
Heavy 37, in. 
Pressed Hose 
Steel Base Thread 





Sold Through Jobbers 


H. B. SHERMAN MFG. COQ. 
Battle Creek, Mich. 
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Marshalltown Type M. F. Fin- 
ishing Trowel — a masterpiece of 
fine tempering, grinding and bal- 
ance. The trowel leader for 40 
years. 


Marshalltown Type M. F. S 
Finishing Trowel. Popular Cali- 

™ fornia pattern handle, A quality 
tool of instant appeal to the 
p-asterer. 


BUILT BY SPECIALISTS 
PREFERRED BY PLASTERERS 


In every line of merchandise — there is an outstanding 
leader. In trowels it is MARSHALLTOWN. Our entire 
efforts for 40 years have been directed towards making 
better and better trowels. That, the men who make a 
living with masons tools have appreciated this, is evi- 
denced by the fact that 65 out of every 100 men who use 
high grade plastering trowels buy MARSHALLTOWNS. 


MARSHALLTOWN 
TROWEL CO. 


MARSHALLTOWN, IOWA 
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They look for the “Red 
Tag”—the Mark 


of Quality 


Ga 
faq 





SUBSIDIARY OF UNITED 


PRINCIPAL SUBSIDIARY 
CoLuMBIA STEEL COMPANY 
CYCLONE FENCE COMPANY 
FEDERAL SuHIPB'LpG. & Dry Dock Company 
Pacific Coast Distributors—Columbia Stee! Company, Russ Bidg., San Francisco, Calif. 


AMERICAN BripGE COMPANY 

AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 
CARNEGIE STEEL COMPANY 





©1931, C. F. Co. 
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Cyclone Ornamental Lawn Fence is 
the favorite of home owners every- 
where. That’s why it sells faster and 
builds bigger profits. Cyclone Orna- 
mental Lawn ome is a higher grade 
fence. An extra cable at the bottom 
srovides extra strength. The “Red 
ag” is woven into the fabric for 


America’s Fastest Selling Lawn Fence 
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your protection. Nationally adver- 
tised. Write for proof sheet of 
ready-made advertisements to use 
in your local newspaper. Also free 
direct mail literature. OrderCyclone 
“Red Tag” Ornamental Lawn Fence 
and Gates from your jobber. If he 
cannot supply you, write us. 








Feature Cyclone “Red Tag” Products: 


Cyclone “45” Chain Link Lawn Fence 
Cyclone Catch-All and Burnit Baskets 


Cyclone Wire Screen Cloth 
Cyclone Ornamental Lawn Fence 








CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 


STATES STEEL CORPORATION 


MANUFACTURING COMPANIES 
ILLINOIS STEEL COMPANY 
MINNESOTA STEEL COMPANY 
NATIONAL TuBE COMPANY 


Ow WELL Supply COMPANY 
Tue Lorain STEEL COMPANY 





TENNESSEE COAL, [RON & RAILROAD Co. 
UNIVERSAL ATLAS CEMENT COMPANY 
Export Distributors—United States Stee! Products Company, 30 Church St., New York, N. Y. 








BOLTS...BOLTS...BOLTS... 


page after page ajiter page of them 





A very large corporation making heavy ma- 
chinery had, over a period of years, added to 
its bolt and nut designs until they filled 64 
large blue prints. The engineers, purchasing 
department, and shop men often spent con- 
siderable time thumbing through the pages 
of this “catalog” before’ finding the infor-— 
mation needed for specifying, ordering, and 
shop procedure. 

The “catalog” contained numerous odd 
sizes and odd lengths of bolts and nuts. 
Finish specifications, in many cases, were 
not standard. The result of attempting to 
follow this voluminous file of information 
was numerous small and special orders which 
increased costs and delayed production. 
Often assembly of some enormous machine 
was delayed. 

We suggested a simplification and a stand- 
ardization of this machinery company’s bolt 
and nut designs. In co-operation with their 
engineering department, we prepared three 
pages of blue prints which displaced the old 
64-page “catalog.” Since then our customer 
has saved money in many ways, and always 
gets prompt service on its orders. 

R B&W Empire Bolts and Nuts are 
available to you through your jobber. When 


you specify the Empire Brand you receive 





the self-same quality and accuracy being de- a. 2 


livered to America’s leading industrial users. Bolts in process—a photograph by Bourke-White 
RUSSELL, BURDSALL & WARD BOLT & NUT CO. 
PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 


ORDER FROM YOUR JOBBER 
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Once more Remington has 
produced the leader in its class. The new Model 33 is 
the finest low-priced, bolt action, single shot .22 caliber 
rifle ever produced. 

No boy—or man either—who sees it would think of buy- 
ing any other rifle of this type. Wide national advertising 
is telling the story of this sensational new Remington. It 


will outsell any.22 you ever carried. Order from your 5 
Y Model 353 


Boit Action 
.22Caliber Rifle 


RETAILS AT 


Cea 


Double lock- 
ing lugs,as 
in Militar Rear Sight 
Rifles, hamid Step Adjustable 
; —_ 


vide + 
ae Front Sight" 
White Meta 


One Piece 


American SPECIFICATIONS: No. 33 Single Shot Bolt 


Action, take down. 24 inch tapered barrel; 
American walnut one piece stock; steel butt 
plate. Chambered for .22 short, .22 long and 
22 long rifle regular or Hi-Speed cartridges 
Powerful automatic ejector. Step adjustable 
rear sight. White metal bead front sight. 
Important safety features including rebound- 
ing lock, double locking lugs, bolt safety 


which also permits unloading cartridge 


from chamber. Length over-all 42 
inches. Weight about 4'; Ibs 
. The greatest value 
Oo ever offered — 


Uo The Remington 
ou Standard American 
Dollar Pocket Knife. 


‘emington Arms Company Inc.,25 Broadway, New York City 
© 1931 R.A. Co, Printed in U.S, A. Onginators of AL LA NBORE Ammunition 














25% greater 
average velocity— 


in some sizes 35%. 


50% greater 
average power— 


in some sizes 80%. 


Short, long, 
long rifle, and 
W.R.F. 

solid and hollow 
point bullets 
lead lubricated 
and SILVADRY 
(ungreased). 





© 1931 R. A, Co, 








More Kleanbore .22’s 
are sold than all other 
makes combined 









TO iia want these Kleanbore 
Hi-Speed .22's. They want the dazzling speed, the 
terrific smash, the extra long range and greater pene- 
tration. Above all, they want the unrivalled accuracy 
that the Kleanbore formula, and only the Kleanbore 
formula, produces. 


Those who are particular about preserving barrel-accu- 
racy want Kleanbore Hi-Speeds with lead lubricated 
bullets. Those who care most about convenience in han- 
dling want the best dry bullet they can get—SILVADRY. 


All over the land shooters are eagerly clamoring for 
Kleanbore—the first Hi-Speed .22's on the market— 
the only Brass .22’s. Kieanbore is America’s Chosen 
Ammunition. Don't submit to substitution. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway New York City 
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43 





‘i 7S, airte AH enn Ome te, ahaa pe 









= 


a 











HARDWARE 


“The Hardware Dealers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President ; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


fudit Bureau of Circulations; Member of the Associated 


Member 4 
Business Papers 





EDITORIAL CONTENTS OF THIS ISSUE 


Editorial Comment, by Llew S. Soule.................. 23 
Displaying and Storing a Large Stock in a Small Space, 

a ir ©te ROOMS. cook Ae ete sean caes sda 24 
What Organized Labor Has to Say, by Saunders Norvell... 26 
ty 7S RNa aa Sear oe eae ee ae 27 
What 317 Building Contractors Think of Builders’ Hard- 

ware, by J. M. Witten ASS eee ee 
Wve Miekes It?........... Pee er ein i ses Ashden cat 30 
Hardware Age Advertising Service for the Week........ 32 
Not Mere Pictures—Window Trims!.................. 34 
These Window Trims Were Designed Specially for You.. 36 
Home Workshops Offer a Growing Market. . 38 
Let’s Look Ourselves Over, by E. B. Gallaher od woe 
Main Street Merchandising, by A. C. Penn. 42 
200 Attend Panhandle Convention. . 42 
News of the Week..... 44 
General Market News of the Week 50 
Cutlery Department .... 67 
a a re 76 

78 


Coming Conventions .. 





EDITORIAL REPRESENTATIVES 


PiITTsBURGH: T. H. GERKEN, 1319 Park Bldg. 
CLEVELAND: F. L, PRENTISS, 1362 Hanna Bldg. 
CINCINNATI: Ropert G. MoIntTosH, 409 Traction Bldg. 
BosTON: G@RARD FRAZAR. 

WASHINGTON: L. W. Morrert, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


ADVERTISING MANAGER: P. J. CosGRAVE 

New York: H. G. Biopeetr, L. V. ROWLANDS 

Boston: CuauNncey F. ENGLISH, 140 Federal St. 
CLEVELAND: Witt J. Feppery, 1362 Hanna Bldg. 

Cuicaco: D. M. ANDREWS, H. A. Macuirg, 1507 Otis Bldg. 
San Franoisco, Cat.: R. J. Brrcu, Kohl Bldg. 


SUBSCRIPTION Price—United States, its possessions, Canada, Mewico, Central 
America, South America, Spain, and its Colonies; One Year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Express Money Order or Bank Draft, payable to HaRDWARE Aas, New York. 


ne Nsreaphmantereineoet 


MAY 7, 1931 














DED BRASS 


PIN TUMBLER 


PADLOCKS 





‘Women who drive automobiles do not 
like to get hands or gloves rusty from pad- 
locks on garage doors. When Hubby comes 
in to buy padlocks it will pay you to sug- 
gest the cleanliness of Eagle Pin Tumbler 
Extruded Brass Padlocks — and the extra 
security and long wear they give as garage 


and spare tire locks. 


eAON@)o 


The Eagle Quality Line 


Wood Screws 
Stove Bolts 
Cabinet Locks 


Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets 


EAGLE SOCK CO ice O. 
26 Warren-Street-- < York, 


Branch Offices: , 
521 Commerce St. 177-179 N.Franklin St. 14 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Mass 
Works at Terryville,.Conn. 
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ThA! 


ABOUT 
YOUR 
NEWSPAPER 


News is new! News is 
interesting! News is read- 
able! News is what makes a 
newspaper! 

And your advertising 
should be NEWS! 

A lot of good merchants 
think advertising is PRICES 
and the man who can adver- 
tise CHEAPEST will get the 
business. 

Advertising is made to 
start sales. If you use it 
make it work with you and 
work with it. 

Tie it up to your windows 
and your store. Back it up 
all along the line. 

Take these home work 
shops for instance—make a 
display of their products 
with ATKINS Saws and 
Tools in your window and 
store—and then tell people 
the NEWS. 

If you are not enthusiastic 
about the value of quality 


io 





Saws and Tools in service 
you can’t expect your adver- 
tising to make them so. 

But you have real NEWS 
in your store—and it is not 
PRICE but VALUE NEWS! 
Get NEWS into your news- 
paper advertising and back 
it up in your store and you 
will find sales starting. 

After you get sales started 
the next step is to create in- 
terest in certain products. 
That’s the next step and I’m 
going to deal with that. 


hs 





— TURNING SEEING INTO SAWING — 


T, O saws may look alike— 


But what a difference when you turn “seeing into sawing”! 


And, that’s the difference between trying to hold a job and being a salesman. 


That is also the difference between “price” and “V ALUE”! 
Sam Sayles tells you how you can “cash in” on the difference in No. 17 of 
this weekly series. There is no obligation—if you want the whole series, just 


write us giving your address. 



















Back Saw 





A rxis No. 2 Back Saw 
is made of Genuine SILVER 
STEEL and fitted with an ap- 
plewood handle, handsomely 
lacquered. The handle is fas- 
tened to the blade with two 
brass serews and medallion, 
so as to direct entire force of 
stroke on cutting edge of saw. 
The back is made of first qual- 
ity blued steel, pressed on 
back of blade, making it stiff 
and rigid. This saw is used 
for fine work where a larger 
saw is not practical. 14 pointe 
per inch. 


No. 2 Back Saws come in 8, 
10, 12, 14, and 16 inch lengths. 

Every home workshop in 
your neighborhood is a pros- 
pect for this saw. Explain its 
merits to the next man who 
wants to see a “real” back 
saw. 


There is a best in every- 
thing and in saws it’s ATKINS. 


Just ask for “The Atkins 
Saw Book” if you want a mint 
of selling suggestions. 
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The Danger of Too Frequent 
New Medels and Dumped 
Surplus Stocks 


We. were talking recently with a hardware re- 
tailer who is also the sales agent for a well known 
make of automobile. He was remarking on the 
changed tactics of most motor car manufacturers. 
“There was a time,” he said, “when every car 
maker had a mania for bringing out new models. 
We could hardly dispose of one shipment before 
receiving another of a later model. Our customers 
kicked. Often they demanded rebates. You could 
hardly blame them for complaining when a car only 
a few weeks old became, overnight, an old model. 
Naturally, dealers objected, and gradually manufac- 
turers learned the error of their ways. Today some 
car makers actually make capital of the fact that 
they will not change the general design of the car 
or make any radical changes for two years from the 
time the last model was introduced. 


“There is a somewhat similar situation in the 
radio field today,” this dealer added. “Models 
are changed too often by some manufacturers. The 
customer buying on a reasonable installment basis 
often finds himself with an old model before he 
has half finished paying for what he bought as 
the latest thing.” 


We mentioned this later to a wholesaler who does 
a large business in radio sets. “That’s true,” he 
said, “but there is another angle to the radio busi- 
ness which is equally unwise. There are too many 
manufacturers of radio who make a practice of 
over-producing prior to January first each year. 
Then early in January they dump their surplus 
stocks to so-called gyp dealers, who demoralize the 
market with cut prices. Often the regular dealers 
who have to meet this condition lose a large part of 
the profits they make earlier in the season.” 


There cannot be any profits for the manufacturer 


in the dumped surplus. His profits come from the 
regular dealer. It would seem that manufacturers 
pursuing this policy are merely fostering a future 
private funeral of the goose which has been laying 
their particular golden egg. 





An Industry Is Responsible 
For Its Own Bad Boys 


According to Public Utilities Fortnightly, a for- 
mer chairman of the Federal Trade Commission, 
after years spent in examining current trade prac- 
tices, said: 


“Ninety-five per cent of our business men 
want to do the fair and honest thing; it is the 
dishonest 5 per cent that raises hell, sets the 
pace and forces all too many decent men to 
adopt their practices in order to compete.” 


“If this honest 95 per cent does not want Govern- 
ment—Federal, State’ and local—to take on more 
and more functions they regard as properly their 
own, it is up to them to deal drastically with the 
errant 5 per cent.” 


This should be of particular interest to utilities 
executives, who are just beginning to realize that 
the public is apt to hold an industry responsible for 
what any appreciable part of that industry does 
that is unethical or unfair. If an industry cannot 
effectively regulate itself, then government quite 
naturally begins to take on functions formerly re- 
garded as properly belonging to the industry. 


In regard to certain public utilities, it would seem 
that coming events are even now casting their shad- 


Alor 8 Brel _ 
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Displaying and Storing 
A Large Stock in a Small 


By JOHN H. GANZER 


OQ many hardware mer- 
: pms the biggest problem 

is getting all of their stock 
located where it is displayed and 
where it can be found when 
needed. 

While it takes away some of 
the floor space from the main 
part of the store the method of 
setting the fixtures out from the 
wall to form a stock room back 
of them has many advantages. 

Stores doing a large indus- 
trial business find this method 
works especially well because in- 
stead of having to go to the up- 
per floors or the basement to fill 
orders for unbroken packages 
they can keep them near at hand. 


Net Too Much Storage 


There are some merchants 
that feel this method gives them 
too much storage space and en- 
courages them to overstock, but 
I believe a merchant that is in- 
clined to let his inventory get too 
large will do so whether he has 
the available shelf space or not. 

Fig. 23 shows how this ar- 
rangement can be used along one 
side of the store where there is 
an offset at the front of the store 
as you often find in buildings 
having living rooms or offices on 
the second floor. 

In this type of store it proves 
very successful because it gives 
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Number Nine ofa 

Series of Articles on 

Planning a Hardware 
Store for Profit 


two perfectly straight lines of 
fixtures and takes a minimum of 
selling space from the sales 
floor. 

The space over the fixtures 
can be used to display bulky 
merchandise which would like- 
ly otherwise be stored in the 
basement or out of sight of cus- 
tomers coming into the store. 

For example such items as 
work benches can be displayed 


over the tool section where they 
can be seen from the sales floor 
and it is only a few steps up for 
the customer who is interested 
to examine them more closely. 
I know one merchant who sold 
five work benches in a year be- 
fore using this method and sold 
sixteen the next year. 

The space provided is of 
course not nearly as valuable as 
main floor space, but is far bet- 
ter than having these bulky 
items out of sight of main floor 
trade. 

In Fig. 24 the arrangement of 


By setting the fixtures out from the wall back of the offset in this 
store a convenient stock room is provided. This is a very practical 
arrangement in a store of this kind. 


Fig. 22 
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a wider store is shown. To use 
an arrangement as shown here 
requires a store at least twenty- 
six feet in width. 


Height of Ceiling Is 
Important 


One thing that must be con- 
sidered when using this arrange- 
ment is the height of the ceiling 
as it will not be convenient un- 
less the ceiling is at least four- 
teen feet and it is better if it is 
fifteen or sixteen feet. 

Fig. 25 shows a cross section 
of one side of a store with this 
arrangement giving the most 


Showing a cross section 
of fixtures installed out 
from the wall to form 
a stock room in the rear 


20". 
~8* 
Fig .25- 
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FIG.23 
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Showing the set out arrangement of fixtures along one side of the 
store. This store is 20 feet wide at the front and 24 feet wide back 
of the stairway 
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Here the fixtures are set out from both walls. The store is 


28 feet wide 


practical measurements for the 
fixtures and aisles. 

Ending the face of the bal- 
cony formed by this arrange- 
ment at the face of the cabinet 
of the fixture prevents casting of 
a shadow on the displays below 
the balcony. 

This arrangement is not rec- 
ommended for stores located 
near their source of supply and 
doing only an average business. 
It is for the city store in close 
quarters or the larger stores lo- 
cated quite a distance from their 


jobbing connections or for firms 
doing a semi-jobbing business. 

Fig. 22 shows a store in 
which this arrangement has been 
worked out well enabling this 
merchant to sell many of the 
bulky good profit lines along 
with other merchandise. 

In the next article to appear 
next month we will discuss the 
arrangement of displays to 
“trade up” the sale. It is as 
easy to sell a dollar hammer as 
it is'a 75 cent hammer if the dis- 


plays are properly arranged. 


The next article in this series by Mr. Ganzer will appear in 
the June 4th issue of Hardware Age 











What Organized Labor Has to Say 


r YHE smoking car of a train is 
the real national forum. It is 
the neutral ground where all 

kinds of questions are discussed be- 
tween men of all classes and previous 
conditions of servitude. One day re- 
cently, while on a train, as we 
smoked and chatted, it developed that 
one of the men present was a lead- 
ing official in the American Federa- 
tion of Labor. This man was an 
excellent talker and said some things 
that to me were very interesting. But 
just because I am reporting his state- 
ments don’t jump to the conclusion 
that I endorse all of them. 

“Have you noticed,” said this 
man, “that notwithstanding the hard 
times, notwithstanding unemploy- 
ment, notwithstanding the reduction 
of working hours, there have been 
very few strikes or troubles with 
American labor? Have you no- 
ticed,” he said, “the very broad- 
gaged, courageous, cheerful and pa- 
tient attitude with which American 
labor has met the trying ordeal of 
the past year?” It was generally 
admitted by the men in the smoking 
car that labor had handled itself 
with rare self-control and discipline. 
“All right,” said the speaker. “I am 
glad you think this. But did it ever 
occur to you that this has not just 
happened? The American Federa- 
tion of Labor has been training its 
membership to take a big view of the 
situation. Are you aware that we 
have a large printing plant and con- 
stantly send out booklets and pam- 
phlets to our membership on this sub- 
ject of present 
conditions? 
Then,” he con- 
tinued, “in times 
like these, when 
the working man 
is either out of a 
job or only work- 
ing part time, it 
is only natural 
and human that 
he should feel 


sore and de- 
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by SAUNDERS NORVELL 


pressed. No man with any pride en- 
joys being in the position of having 
to refuse ordinary comforts to his 
family. What could be more hor- 
rible than for a man with self-respect 
to be compelled to sit around home 
day after day and week after week, 
admitting that he cannot secure a 
job? What can be more humiliating 
for a man who cannot get work to be 
compelled to accept financial assist- 
ance from friends and relatives? 
Just stop and think of the state of 
mind of such a man. Is it surprising 
that these men start thinking that 
there is something wrong in our pres- 
ent economic set up? There must 
be something wrong with our govern- 
ment? There must be something 
wrong with the capitalistic system? 
When these men are in that state of 
mind, what a fertile field their minds 
are for the Communists, with their 
attacks upon capitalism and_ their 
promises of a new Utopian world! 
As a matter of fact,” continued the 
speaker, “in the whole United States 
there is only one organization that 
has stood firmly in opposition to 
Communism and that is the Ameri- 
can Federation of Labor. This or- 
ganization does not believe in Com- 
munism and they have snot hesitated 
to carry on an active educational cam- 
paign against all the teachings of the 
reds. It is almost beyond belief,” 
said this man, “the small amount of 
information the head men of our 
leading manufacturing concerns have 
on the subject of labor. Many of 


them are not aware what their em- 





ployees are thinking about. They 
don’t know the conditions that sur- 
round them. The whole drift of 
modern business, with its thousands 
of employees, is to set up a machine 
that makes it impossible to have any 
personal contact between employers 
of labor and the laboring man him- 
self. The working man only comes 
in contact with his foreman, the fore- 
man in turn with the superintendent, 
the superintendent in turn with the 
factory manager and the factory man- 
ager in charge of production in his 
turn comes in contact with the execu- 
tive management of the company. 
With such a system, it is impossible 
to have personal contact. This is 
not said in a critical way,” said our 
speaker, “but it is an impossibility.” 
“Well,” said one of the smokers, 
“can’t something be done that will 
lead to closer contact with the labor- 
ing man?” “The only right step in 
that direction,”’ said this labor leader, 
“is where manufacturers have ‘person- 
nel managers.’ It is the business of 
these men, not to run the works, not to 
produce goods, not to check up on 
costs, but to keep in close touch 
with the personal relations between 
employees and their employers. Of 
course everything depends upon the 
intelligence, experience, good judg- 
ment and tact of these men. The 
wrong man in such a job could cause 
more harm than good.” “Tell us,” 
said another member of the forum, 
“what kind of man makes the best 
personnel manager?” “Without any 
question, a man who has worked his 
way up through 
the organization. 
A man who has 
been a_ worker 
himself. In the 
first place, he 
would command 
the respect of the 
workers simply 
because the work- 


(Continued on 
page 51) 
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HE average human being 

is very strongly influenced 

by what he sees. Natur- 

ally he switches off occa- 
sionally to “hearsay” evidence and 
he is apt to judge the sharpness of 
a knife by the feel of its edge, but 
after all his eyes are his real con- 
vincers. Generally speaking, man 
is a practical creature who de- 
pends upon his senses as guides 
to his purchasing. This is par- 
ticularly true when it comes to 
buying merchandise. 

Sometimes I think the average 
man behind the counter fails to 
pay enough attention to the cus- 
tomer’s dependence on his own 
eyes, ears and hands. 


Using the Senses 


Likewise many salesmen fail to 
get the proper value, from a sales 
angle, of the different senses. 
Some of them try to turn every 
sale into a vocal concert or a pub- 
lic address. Now talking is a very 
necessary part of a sale. A sales- 
man must talk the selling points 
of an article to his customers in 
order to make a sale, but we should 
always remember that talking is 
only one part of the sale. 

Careful investigation proves 
that a man sees at least ten times 
as much as he hears. In fact, some 
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authorities declare that he sees as 
much as twenty times. Now what 
does this mean in selling? Just 
this, that you can talk to a cus- 
tomer until you are black in the 
face about some article, but if you 
fail to show him that article your 
chances of making the sale are 
only about one in ten. 

The best method of selling is to 
get the article out where it can be 
seen and demonstrated. Don’t take 
this to mean that you should point 
out the article on the shelves or 
in the show case. People are in- 
clined to be nearsighted in the 
matter of buying. Get your goods 
out where the people can see 
them clearly. 

There should be a short intro- 
duction to the article remember- 
ing to bring out its important fea- 
tures. You are then well on the 
way to a sale. However, there is 
another sense to take into consid- 
eration, the sense of feeling. In- 
vestigations have proved conclu- 
sively that by getting an article 
into the hands of a customer at 
this point you create in his mind 
a sense of possession which prac- 
tically doubles your chance of mak- 
ing the sale. The thing to do, there- 
fore, after introducing an article, 
as suggested above, is to get it 
into the customer’s hands. If it 
is a saw, you can hand it to the 
customer and say, “See how per- 


He will 


fectly this saw hangs.” 
naturally take it and test the hang. 
As he takes it the salesman should 
step back just far enough to pre- 
vent the customer giving the saw 
back and go on with his sales talk. 
Let the customer do most of the 
demonstrating. Tell him to feel 
the taper of the blade, to note the 
set of the teeth, etc., explaining 
the advantages of each as you go 
along. 

People are inclined to buy vi- 
sions rather than merchandise. 
They buy an article for what it 
will do rather than what it is. 
Did you ever see a customer pick 
up agun? The first thing he does 
is to bring it to his shoulder and 
sight along the barrel. He for- 
gets the metal and wood of which 
the gun is made and instead he 
sees a duck, grouse or quail just 
within shooting distance. The 
gun to his mind becomes personal 
property, capable of giving him 
real service and pleasure. As a 
result the sale is easy. 

The next time a customer comes 
into the store make a logical ap- 
peal to his senses. Talk enough 
but not too much and let him use 
his own eyes and his hands while 
you appeal to his hearing. You 
are using sales sense when you 
cater to your customers senses. 


Next Week: How to Make 
Goods Stay Sold 











By J. M. WITTEN 


UILDING contractors are 
B among the principal pur- 
chasers of builders’ hard- 
ware. In purchasing and apply- 
ing it, contractors have their 
problems. With a view to learn- 
ing what these problems are, as 
well as to obtaining a better idea 
of the prevailing practices in the 
building trades, several hundred 
building contractors were recent- 
ly queried on these points. The 
nation-wide survey was made un- 
der the sponsorship of P. & F. 
Corbin, New Britain, Conn. 

To assure that the information 
gathered in the survey might be 
impartial and unbiased, no men- 
tion of Corbin’s name or that 
of any other manufacturer ap- 
peared in connection with the 
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survey. The questionnaires were 
issued by the American Builder, 
a trade publication for the build- 
ing contractor, under its name 
and the replies were also di- 
rected to this journal. Several 
thousand building contractors 
received the questionnaires, and 
of these, three hundred and 
seventeen complied by filling out 
the questionnaires. 


A Cross Section of Current 
Views 


Many of the replies to the 
questionnaires are of general in- 
terest to the hardware trade, as 
they present in a concise and ac- 
curate manner a representative 
cross section of the current views 
of building contractors, who as 
a class, are probably the hard- 
ware merchant’s best builders’ 
hardware customers. The ques- 
tions of general interest, as well 
as the replies, building contrac- 
tors made to each follow: 

1. Are most of your custom- 
ers interested in getting a house 
at a bargain—or in making sure 
that the house is built with well 
known quality material? 

To this question, there were 
314 replies, of which, 153 or 
48.7 per cent said their custom- 
ers showed a preference for 
quality, 137 or 43.6 per cent 
found that buyers gave greatest 
consideration to price; 16 or 5.1 
per cent said that buyers wanted 


quality materials at bargain 
prices and 8 or 2.6 per cent said 
the choice was 50-50 between 
price and quality. The com- 
ments indicate that neither qual- 
ity nor price is wholly over 
looked by the intending pur- 
chaser, about half of them trying 
to get the best possible quality 
for the’price and the balance the 
best price for the desired 
quality. 

2. Outside of financing, who 


Trends in 
modern build- 
ing designs 
are clearly in- 
dicated in 
these exam- 
ples of hard- 
ware 
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has the most to say about what 

kind, size and type of home shall 

be built—husband or wife? 
There were 309 replies to this 


question. Of those 28 or 9 per 
cent found the husband most in- 
fluential, 261 or 84.5 per cent 
the wife, and 20 or 6.5 per cent 
found them to be of equal im- 
portance. 

3. Are more or fewer people 
demanding well-known adver- 
tised building material in the 
houses they buy? 

There were 285 replies. Of 
these 237 or 83.2 per cent indi- 
cated a greater preference for 
advertised brands and 48 or 
16.8 per cent showed a smaller 
interest. 

4. What do you think is a 
proper allowance for hardware 
on homes or buildings of the fol- 
lowing values? 

There were 247 replies to this 
question. In some instances only 
a part of the range in values was 
covered, depending on the con- 
tractors’ experience. An aver- 
age of all replies gave the fol- 
lowing result: 
$5,000 value of bldg., $80 for hdw. or 1.6% 
10,000 value of bldg., 155 for hdw. or 1.5% 
20,000 value of bldg., 280 for hdw. or 1.4% 
25,000 value of bldg., 383 for hdw. or 1.4% 
80,000 value of bldg., 444 for hdw. or 1.5% 
40,000 value of bidg., 591 for hdw. or 1.6% 
100,000 value of bldg., 1,477 for hdw. or 1.5% 

A general average of 1.5 per 
cent for all of the finishing hard- 
ware for the house. It is easy 
to see that locks and hardware 


MAY 7, 1931 





Another of the Series 
on Builders* Hardware 


Dealers selling builders’ hardware will find it helpful 
to know what building contractors are thinking about 
when they are buying and applying it. In the accom- 
panying article the views of 317 building contractors 
regarding 19 important builders’ hardware factors 
are given. With this accurate cross section of exist- 
ing opinions, hardware merchants and their salesmen 
may serve this important class of purchasers more 


intelligently and profitably. 


The fourth and final article in this series will 
appear in the next issue of HarRpwareE AGE. It will 
outline the methods which 
have spelled success for 


hardware stores that have 
made the most of the build- 
ers’ hardware opportunity. 









which will last, will function 
properly and will be attractive 
in appearance can be secured at 
an expense which will be a very 
small fraction of the total cost of 
the building. 

5. What percentage of your 
prospects and customers talk as 
if they knew something about the 
importance of the quality of the 
locks and hardware? 

There were 245 replies of 
which 26 said their customers 
know nothing about hardware; 
two stated that all know some- 
thing about it; 52 said that 10 
per cent are informed; 40 that 
50 per cent have some know!l- 
edge of the subject. This means 
that the general average of per- 
sons having some knowledge of 





builders’ hardware was 25.5 per 
cent. Twenty years ago, before 
mest of the manufacturers’ or 
builders’ hardware advertised 
their product, this figure would 
have been much less. 

6. Do you mention the hard- 
ware as one of the good features 
of your building? 

Of the 312 replies, 258 or 
82.7 per cent said “Yes,” and 
54 or 17.3 per cent said “No.” 
One contractor who used a stand- 
ard brand on houses of 8,000 or 
over, called his customers’ atten- 
tion to the quality, but on 
cheaper homes, where hardware 
of poorer quality was used no 
mention of hardware was made. 


7. How far in advance of 
(Continued on page 62) 
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Information regard- 
ing sources of supply 
as provided readers 
of Hardware Age by 
its Buyer’s Catalog 
Department is here 
presented as an 
aid to others in the 
trade who may be 
seeking the same ar- 
tieles. The inquiries 
reproduced have 
been’ selected be- 
eause of their gen- 
eral interest to hard- 
ware merchants and 
buyers. 


York, Pa.: Who makes a turf 
edger with a saw tooth wheel ?—An- 
derson Hardware Co. 

ANSWER: The E. E. Lawn Edger 
Co., 823 W. Vernon Avenue, Los 
Angeles, Cal., and the Wardrop 
Hardware Co., 4379 S. Western Ave- 
nue, Los Angeles, Cal., both manu- 
facture edgers of the type mentioned. 

* * * 

Syracuse, N. Y.: What manufac- 
turer produces Rid-Jid ironing 
boards?—Dayton Hessler Co. 

ANSWER: The J. R. Clark Co., 
Second Avenue North and Aldrich 
Street, Minneapolis, Minn. 

* * * 

HempsteaD, N. Y.: Please put us 
in touch with recognized manufac- 
turers of electrical refrigerators and 
and vacuum _ cleaners.—Fireside 
Products Co. 

ANSWER: In replying to this re- 
quest for information, lists of manu- 
facturers of the products mentioned 
taken from the Hardware Age Cata- 
log were supplied. 

* * a 

BrunpIpcE, ALA.: What manufactur- 
ers produce brass name plates for dog 
collars and the steel letters for stamp- 
ing such plates?—Jackson-Haisten & 
Co. 

ANSWER: Brass name plates may 


30 








TRUSCON STEEL COMPANY YOUNGSTOWN OHIO MANUFACTURE DOSIVAR 


METAL SINDORS 


A i, Bs. 

















APRIL 10 1951 






HARDMARE AGE CaTALOG 








be obtained from the Waterbury 
Brass Goods Corp., Waterbury, 
Conn., and the Corbin Cabinet Lock 
Co., New Britain, Conn. Steel letters 
can be procured from Hoggson & 
Pettis Mfg. Co., New Haven, Conn.; 
Greenfield Steel Stamp Works, 
Greenfield, Mass., and Noble & West- 
brook Mfg. Co., East Hartford, Conn. 


* * * 


Puiipspurc, Pa.: What manufac- 
turer produces the Icicle refrigera- 
tor?—Jones& Co. 

ANSWER: The North Star Re- 
frigerator Co., Chattanooga, Tenn. 


* * * 


Ocata, Fia.: Advise where we 
can secure hand milk bottle fillers, 
milk coolers, cream ‘separators and 
other articles necessary in fitting up 
a small dairy.—Marion Hardware Co. 

ANSWER: The Triumph Mfg. 
Co., 552 W. Adams St., Chicago, III., 
manufacture hand milk bottle fillers. 
Lists showing manufacturers of dairy 
supplies as taken from the Hardware 
Age Catalog were also furnished. 

* * * 

RHINELANDER, Wis.; Can you ad- 
vise where we can buy shuffleboard 
outfits ?—Schooley-Forbes Hardware 
Co. 

ANSWER: The Shuffleboard Co., 


Jonesville, Mich., and the Schuffle 


board Equipment Co., Nappanee, 
Ind. 
* * * 
Hartrorp, Conn.: What manu- 


facturer produces key cabinets—Tull 
Brothers, Inc. 

ANSWER: The Durabilt Steel 
Locker Co., Aurora, III. 


* * * 


OBERLIN, O.: Provide names of sev- 
eral firms handling hotel kitchen 
equipment.—Miles J. Watson. 

ANSWER: Lalance & Grosjean 
Mfg. Co., Woodhaven, L. I., N. Y.; 
Central Stamping Co., 691 Ferry 
Street, Newark, N. J.; Aldrich Mfg. 
Co., 55 Illinois Street, Buffalo, N. Y.; 
Pick-Albert-Barth Co., 1260 W. 
Thirty-fifth Street, Chicago, Ill., and 
George H. Bowman & Co., 224 Euclid 
Avenue, Cleveland, Ohio. 


* * * 


Cuicaco, ILtt.: What manufac- 
turer produces a carton tool called 
the “Shipping Clerk’s Friend” or 
just the “Clerks Friend” ?—Nathan 
Belenger & Co. 


ANSWER: The Premier Case 
Opener Co., 23 Beaver Street, New 
York, N. Y. 

* * * 


Newark, N. J.: What manufac- 
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turer produces “Eclipse” stencil 


cakes?—J. Heller & Son. 

ANSWER: The A. J. Bradley Mfg. 
Co., 101 Beekman Street, New York, 
x. F. 

* x * 

EDMONTON, ALBERTA, CAN.: What 
manufacturer produces the “Double 
Cone” mop wringer?—McLennan & 
Co. 

ANSWER: The H. K. Christensen 
Mfg. Co., Fort Atkinson, Wis. 

* * * 

SPENCER, OHIO: Provide the 
names of two or three manufacturers 
of portable tin bath tubs.—Spencer 
Hardware Co. 

ANSWER: Geuder, Paeschke & 
Frey Co., St. Paul Avenue and Fif- 
teenth St., Milwaukee, Wis.; Na- 
tional Enameling and Stamping Co., 
First Wisconsin National Bank Bldg., 
Milwaukee, Wis.; Schleuter Mfg. Co., 
John Ave. and Broadway, St. Louis, 
Mo. 

* * * 

NewsurcH, N. Y.: Furnish the 
name of a maker of a machine that 
will produce 7/16 x 4 coil springs.— 
Weed & Bagshaw. 

ANSWER: Sleeper & Hartley, 
Inc., 335 Chandler Street, Worcester. 
Mass.; Frank L. Wells Co., Kenosha, 
Wis., and the Superior Spring Wind- 
ing Tool Co., 776 Third Avenue Mil- 
waukee, Wis. 

* * * 

WHEELING, W. Va.: Where can we 
buy swivels used on jumping ropes? 
—Art Relief Studio. 

ANSWER: Covert Mfg. Co., Troy, 
N. Y., and Thomas Laughlin Co., 133 
Fore St., Portland, Me. 


* * * 


BERNARDSVILLE, N. J.: Who makes 
“Garcys” set in shelf cleat?—Ber- 
nards Builder’s Supply Co. 

ANSWER: The Garden City Plat- 
ing & Mfg. Co., 1432 S. Talman Ave- 
nue, Chicago, III. 

Detroit, Micu.: Where can 
household kits, consisting of a metal 
box having about twenty compart- 
ments for small handy tools, nails, 
screws, etc., be obtained?—Bleazy 
Shop. 

ANSWER: Stanley Works, New 
Britain, Conn.; Walker-Turner Co., 
66 York Street, Jersey City, N. J., and 
Peck & Mack, 452 Broadway, New 
York, N. Y. 
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SouTH BROWNSVILLE, Pa.: What 
manufacturer makes the “Kramer” 
farm wagon?—Brownsville Hard- 
ware Co. 

ANSWER: The Kramer Wagon 
Co., Oil City, Pa. 

* * * 

QueBEc, QuE., Can.: What manu- 
facturer in the U. S. A. makes cork 
pullers as used on bar room coun- 
ters ?—The Chinic Hardware Co. 

ANSWER: The Arcade Mfg. Co., 
Freeport, Ill. 

BRANFORD, Conn.: Advise where 
the Marvel Window Cleaner Co., is 
located.—Collins & Freeman. 

ANSWER: The Marvel Window 
Cleaner Co., Inc., 5209 Euclid Ave- 
nue, Cleveland, Ohio. 

* * * 

West Oak Lang, Pa.: Advise the 
address of a firm by the name of 
Green that makes shelf boxes.—Erlen 
Hardware Co. 


ANSWER: The Green Co., 90 
West Broadway, New York, N. Y. 
* *% * 


Emporia, KAn.: What manufac- 
turer makes vacuum type furnace 
cleaners?—The Haynes Hardware 


Co. 


ANSWER: The Kent Co., Inc., 
105 Canal Street, Rome, N. Y. 


* * * 


PHILADELPHIA, Pa.: Who makes 
the “Rainbow Log,” which resembles 
a log and is packed with a powder 
that causes it to produce different 
colors when burned in an open fire- 
place ?—Murta, Appleton & Co. 

ANSWER: Rainbow Logs are 
manufactured by the Dixie Fire 
Kindler, Inc., Douglass, Ga., while 
the powder used in the logs is manu- 
factured by the Driftwood Blaze Co., 
373 Washington St., Boston, Mass. 


* * * 


Manitowoc, Wis.: What manufac- 
turer makes equipment for home use 
in sealing tin cans?—J. J. Stangel 
Hardware Co. 

ANSWER: The _ Burnee 
Works, Bellingham, Wash. 


* * * 


New York, N. Y. What manu- 
facturers make hot-pressed _ steel 
gongs for electrical bells and signal 
gongs?—-Stanley & Patterson. 

ANSWER: Bevin Bros. Mfg. Co., 
East Hampton, Conn.; Hill Brass 
Co., East Hampton, Conn.; and G. C. 
Reiter, Canton, Ohio. 
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Brighten Up Your Corners 
—and There 
You Are 


On the second 
floor of the Lock- 
wood & Palmer 
store in Stam- 
ford, Conn., this 
“Corner Shop of 
Values” attracts 
a lot of better 
class trade. This 
idea of setting 
apart a corner of 
the store in which 
to display certain 
types of merchan- 
dise will work 
well for many re- 
tailers. During 
the season now 
approaching, 
when motorists 
will be traveling 
more freely, mer- 
chandise which 
can be sold as souvenir and gift items 
will be advantageously displayed in 
this manner. 








The cheery enclosure serves to at- 
tract the eye and curiosity does the 
rest. 
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Pictures Tell a Sales Story! 
Advertising With Pictures of 

















No. M2 


W HAT is more appropriate for Mother than something to help 

her in her daily tasks about the home, or something of deco- 
rative nature. And there is no better place to buy it than here, 
for this store is continuously catering to the needs of women. 
We suggest the following: 





No. M3 
Mayonnaise set, at- 
tractive color crys- 
tal with tray to 

match and spoon. 


(Price) 








No. M4 
Set of three heavy 
grade aluminum 
sauce pans, with 
covers. Special. 


(Price) 





No. M5 


New glassware in 

an assortment of 

colors and designs. 
Special. 


(Price) 











No. M6 

Electric toaster, 

toasts two pieces of 

bread at the same 
time. 


(Price) 








No. M7 
Decorative kitchen 
clock, choice of 
colors. Good time 
keepers. Special 


(Price) 











No. M8 


New china sets in 
Colors and choice 
designs. Special. 


(Price) 











No. M9 


Juice Extractor, ex- 

cellent quality, new 

colors. ~~ special 
or 


(Price) 
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No. M10 

Clothes hampers, 

all steel construc- 

tion. New colors to 
select from. 


(Price) 


STORE NAME AND 








No. M11 

Porcelain top kit- 

chen tables. strong 

construction. Very 
special. 


(Price) 


ADDRESS 




















No. M12 


Poultry 
Supplies 


No. M13 


We specialize in the better 
brands of Poultry Supplies. 
And you will find prices 
lower. here for the best qual- 
ity. 








No. M14 











Egg Crates, excellently made 
to give protection, and very 
special at this price. 


(Price) 








No. M15 











Incubators, all metal, excel- 
lently made to give long ser- 


vice. 
(Price) 








No. M16 











The inverted glass jar always 
keeps the water clean and 
prevents evaporation. 


(Price) 
STORE NAME 
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[ Why Not Illustrate Your Wie 
(Your Own Merehandise? 
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Two items to 





keep them 
‘ ; No. M19 outdoors. No. M20 
} Pretty Iced Tea ’ Hardwood Wagon with metal A Scooter for the boy or girl. 
bd disc wheels—strong construc- Strong metal disc wheels. 
Sets for 0.00 ; tion. Excellently made. Easy running. Special. 
> 
(Price) (Price) 


These are the days of cold § 
> lemonades and iced tea. So, 
> of course, you will need an { 
> iced tea set. This set of { 
; imitation crackled glass con- {§ 
» sists of large size pitcher and 
cover and six large tumblers. § 
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Beverage Set 
Everything for the garden! 
Everything to lessen work and 
produce better flowers and vege- 
tables—and all at lower prices 
than you have. paid in years. 


(Item) 





3; STORE NAME ;: 











How to Order | (Use this space to list 


It you have local stereotyping several items in garden 
es, reques @ complete ™ 
set i of mats ict all ‘the - ver- tools, seeds, lawn mow 
ng illustrations o ese two 

ages, enclosing your check for ers, etc., etc., etc.) 
1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each eut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 
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239 West 39th Street 
New York City 
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Not Pictures—Window Trims! 


These windows are 

not mere pictures _ ' . — ee . bs 
—they are seasonal [i—e S Ae —S ae 
displays that have 
proved successful 
sales getters. You 
can use them too. 
We have taken pains 
to print these dis- 
plays so you can. 
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Work and play share 
the interest in these 
windows, but the im- 
pression gained from 
the window of alumi- 
numware is that work 
can be made pleasant— 
and that’s a selling aid. 


Louis Hanssen’s Sons, 
Davenport, Iowa, have 
a window of card play- 
ing accessories that will 
appeal to the customer 
who contemplates pleas- 
ant summer evenings on 
the porch. This window 
was selected because of 
its ability to sell the 
idea, first, then the mer- 
chandise. 
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HARDWARE HOUSEFURNISHING: 


The window above, by Max Cohen, Washington, D. C., is planned to attract the cus- 
tomer who is going to do spring fixing. Paint, lawn fertilizer, a few garden tools and 
saws, hammers, knives, etc., are attractively displayed. Donald Myles trimmed the 
window below for Treat Hardware Corp., Lawrence, Mass. It made clock sales. 
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“' Were you on time 
: this morning? 


t i Westclox 3 ; 
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OOLS take the 
T center of the 

stage in this 
week’s window sug- 
gestions. That is as 
it should be at this 
season of the year. 
They are in line with 
the HarpwARE AGE 
plan to provide idea 
material for window 
displays that can actually be put 
to use in its proper season. 





Clean Windows 


Meticulous cleanliness is the 
thing to strive for in these dis- 
plays. Both tools and cutlery 
demand that condition for best 
results. Have your glass so 
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clean that it seems to be non- 
existent. Woodwork and floor 
should be carefully cleaned and 
polished. 


Keep “Em Very Simple 


Simplicity has been adhered 
to in both these trims, making 
them easy to follow and at the 
same time effective from the ob- 
servers viewpoint. In _ both 
cases the central poster is merely 
a show card job and can be done 
by any window trimmer. For 
the tool poster you can get an 
accurate copy of this by drawing 
quarter inch squares upon the 
one shown here and then making 
a like number of lines on a 
larger scale and simply copying 


oe ill 






These Window Trims Were 


it as you would a diagram or 
map. - 

The panel arrangement is 2 
made of compo board and some 
molding. It can be changed and 
used in other displays with very 
little effort. 

Window display space is 
about the most valuable space 
you have in your store and there- 
fore should be used to greatest 
advantage. See that glare 
caused by improper spacing of 
lights or improper backgrounds 
do not impair its effectiveness. 


Don’t Hide Goods 


And don’t bury the goods you 
advertise in the window in some 
out of the way place in the store. 
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SAW S 


e| Designed Specially For You 


Ss eee 


Bring it out where people can get 
their hands on it after the win- 
dow has called their attention to 
it. See that your salesmen are 
familiar with what is being dis- 
played, too. 


Plenty of Light Is 
Neeessary 


Plenty of well distributed light 
and proper color combinations 
will help greatly. And remem- 
ber this: the store that is kept up 
to the standard of its good win- 
dow trims will be among those 
doing the best business. A silk 
hat and an old suit do not go 
well together. 

Freak windows are not the 
best sellers of merchandise. Fol- 
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low the HarpwarE AGE win- sults. Two of these windows ap- 
dows for best-in-the-long-run re- _ pear here every week. 














Here we have Number Six of 
a series of originally designed 
window displays prepared for 
you by Hardware Age. 


Next week will bring two more: 
Toys and Sporting Goods. They 
are great! Look for them and 
use them. 
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A. Librett, Inc., New Rochelle, 
N. Y., conducted this demonstra- 
tion in their window. Below: an 
actual view of a home workshop. 


S the average man has more 
A leisure time at his dis- 
posal, hobbies are being 
developed more extensively than 
ever before. Among such diver- 
sions, many men have found the 
home workshop the most inter- 
esting of all. While providing a 
“change” and relaxation from 
daily routine, it at the same time 
promotes creative handicraft. 
Not infrequently the home work- 
shop in basement or garage 
proves both profitable and fasci- 
nating. It has the advantages 
over most hobbies in that some- 
thing worth while is produced 
that justifies the time and effort 
invested. Hardware merchants 
can profitably, more aggressive- 
ly, cultivate the rapidly expand- 
ing home workshop market in 
response to the growing inclina- 
tion on the part of the public for 
this hobby. In fact, it has been 
said that the hobby has devel- 
oped a following which can only 
be compared in extent with the 
craze a few years ago for build- 
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ing radio sets. The vogue for 
home workshops, however, is less 
of a fad and it is reasonable to 
believe that it will steadily ac- 
quire an even larger number of 
ardent followers. Many hard- 
ware stores have already gone 
after the home workshop busi- 
ness with marked success and 
other enterprising hardware es- 
tablishments should be interested 
in following their example. 


Sell Power Tools Also 


While the average home work- 
shop necessitates a complete out- 


Both hand and power 
tool demand ean be 
stimulated by real 
demonstrations. 


& 


fee ee 


fit of hand tools, a splendid op- 
portunity is also presented for 
the sale of motor-driven tools, 
especially complete wood-work- 


ing outfits. Complete outfits of 
this type range in price from 
about $90 upward to several 
hundred dollars, providing the 
chance to make large and profit- 
able transactions. In electrical- 
ly powered outfits it is often cus- 
tomary for the purchaser to start 
with one motor-driven tool and 
to add to it from time to time 
until a complete outfit has been 
assembled. To encourage buy- 
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ing a complete outfit at the start, 
some stores have used the install- 
ment plan of selling with good 
effect. In such instances, on a 
$100 outfit $10 serves as a down 
payment, while the balance is 
divided over a ten months period 
with carrying charges added. In 
selling motor-driven outfits the 
hardware merchant has a great 
deal in his favor as a retail 
source from the consumers view- 
point. Several manufacturers 
making motor-driven woodwork- 
ing tools have realized the nat- 
ural advantages the hardware 
store has in this respect, which 
they have accordingly stressed 
in their advertising matter. As 
an example, one prominent mak- 
er of electric woodworking out- 
fits using advertising space in a 
consumer handicraft publication 
emphasizes these advantages in 
the following manner: “The en- 
tire transaction is handled by one 
of your local hardware stores so 
that you will know the man you 
are dealing with 
and get his co- 
operation and ser- 
vice.” 

Several chain- 
store systems are 
apparently doing 
a healthy volume 
of business on 
electrically driven 
tools that may be 
purchased in units 
involving relative- 





Hammacher - Schlem- 
mer & Co., New York, 
Persistently feature 
tools in such excellent 
windows as this. 
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ly small expenditures. They 
have found that the use of one 
tool stimulates the demand for 
others and that usually an initial 
purchase is but the beginning of 
a chain of profitable transactions. 


Meet Competition 


So far as price is concerned the 
hardware merchant can meet this 
competition with similar mer- 
chandise and make a good mar-’ 
gin of profit. The method of 
focusing interest on the line and 
creating a demand for it which 
has been so successful in the 
chain stores can likewise be du- 
plicated by any hardware store. 
This method simply consists of 
having a man experienced in 
woodworking with similar out- 
fits demonstrate the work that 
can be turned out with such 
equipment. Such demonstrations 
can take place either inside the 
store or in a show window, al- 
though the latter place is obvi- 
ously to be preferred. In an ac- 


arket for Home Workshops 


companying illustration a win- 
dow demonstration of the type 
referred to is pictured as con- 
ducted in the hardware store op- 
erated by A. Librett, Inc., New 
Rochelle, N. Y. James & Hawk- 
ins, who operate a number of 
hardware stores on Long Island,, 
are also using a similar method 
of demonstrations at the present 
time The chain store method 
usually involves holding interior 
demonstrations during the busiest 
hours. 

In catering to this class of 
patrons the sales of needed 
equipment will be found to em- 
brace a much wider range of ar- 
ticles than are seemingly re- 
quired on first thought. Finish- 
ing hardware, paint and similar 
items are required to finish the 
articles being constructed, and 
once the man who has a home 
workshop starts to patronize the 
hardware store for his needs he 
usually becomes a regular and 
valuable customer. 
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E are confronted 
with probably the 
most serious situa- 


tion which has ever faced 
the country — a situation 
which is quite different than 
any previous depression we 
have ever passed through. 
The questions confronting us 
are: (1) in what way does 
this depression differ from 
others? (2) what has brought 
these new conditions about” 
(3) what can we do about it? 

We must make sure of 
what has taken place and not 
just pass it off by thinking 
that conditions will right 
themselves; and then we 
must realize that, like it or 
not, we must take the dose 
of medicine like men and do 
our bit to clean up the situa- 
tion, whether we think we are _re- 
sponsible or not. 

Now, let us analyze this depression 
and compare it to other severe de- 
pressions of the past. 

As manufacturers, you probably 
know all about the major 50-year 
business cycle and its movements, so 
I will not take your time to further 
explain, though I am going to refer 
to it. 

We completed the last major cycle 
in 1920, with the business crash of 
that year; and, if the cycle is to re- 
peat itself, as most economists be- 
lieve it will, we will be in a major 
declining market for 25 years from 
1920, or until 1945—staggering on 
our downward path with intermediate 
booms and depressions. 

It will be noted that in the depres- 
sion of 1920-21, even though there 
was much unemployment and misery 
among our workers, Socialistic ten- 
dencies were noticeably absent, while 
in this depression we see Socialism 
all about us. Why is this? 

We are not asked to maintain 
wages; it is demanded of us. We 
are not asked to keep workers em- 
ployed; it is demanded that we create 
jobs. We are not asked to feed the 
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Let’s Look 
Ourselves 
Over 


by E. B. GALLAHER 


at the Southern Hardware Convention 


hungry workmen; we are told we 
must feed them. Why is this? 

Why does the President of the 
United States demand that industry 
take care of its workers and that 
wage scales be maintained? Why 
do we see laws being presented and 
enacted which are nothing more or 
less than forms of the dole? Why 
do we see Socialistic groups (Pro- 
gressives) forming in both the Re- 
publican and Democfatic ranks? 

No such demands were made in 
1920-21! No such demands were 
ever before made or even thought of 
during any of the many depressions 
we have passed through. Then why 
are they being made in this depres- 
sion? 


This Depression is 
Different 


The answer is that this depression 
is different, and the difference is that 
it not alone has all the characteristics 
of other major depressions, but, in 
addition, it has a lot of newly-created 
elements injected into it which makes 
the present situation unique in our 
history. 

Now, at the outset, I am going to 
assert that these new and unique con- 


ditions which are causing so 
much concern are wholly 
creations of industry itself, 
- backed by the moneyed in- 
terests. 

This is why the demands 
Il have mentioned are being 
made on industry. Industry 
has created this bastard child 
—it is up to industry and 
the financiers to support it. 

Rather plain language, I 
admit; but let us analyze 
still further and see just 
what did happen. 

When the war ended, we 
found ourselves with exces- 
sive idle plant capacity, and 
right here we reached a fork 

_ in the road. Should we re- 
duce our capacity to produce 
to fit the then-existing capac- 
ity to consume, or should we 

produce to the capacity of our newly- 
enlarged plants and find some way of 
getting rid of our production? We 
chose the latter course—wisely or un- 
wisely. 

Then a few of our Captains of In- 
dustry launched the propaganda that 
high wages and full employment 
would create enough additional buy- 
ing power to absorb our additional 
output; which might have been a fine 
idea if we had stopped right there. 

The peak wage scales of recent war 
times had not been deflated in the 
1920-21 depression, as they should 
have been. True, there was much 
unemployment, but the wage scales 
were not affected. 

So, when we set about to utilize 
our excessive plant capacities, we 
were faced with an excessively high 
cost of labor and low purchasing 
power, due to the then-existing un- 
employment. This was not so good. 

Well, then came along some genius, 
who thought out a plan for inflating 
consumer credit. The plan was 
simple and worked from the first mo- 
ment it was proposed. Why not? 

The scheme was, in effect: “You 
don’t have to possess any money to 
get all you want—your credit is good 
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—just buy our goods and pay for 
them if and when you can.” 

Of course, everybody thought it 
was great. Orders began to pour in 
—amills started up on full time; then 
overtime. New plants were built to 
supply the newly-created “demand.” 
Truly, we had found Utopia. 

But soon labor became scarce—we 
began to bid for it. Labor was not 
backward in making new demands— 
wages were boosted and boosted and 
boosted. 

And all this time our Captains of 
Industry swelled out their chests and 
kept on telling us what a fine thing 
it was to pay excessive wages in order 
to create a market for our goods. 

We told the American people, and 
the world at large, that we had estab- 
lished a “new era”—an era which 
would supply permanent work at 
enormous wages for all. We told our 
workers to go ahead and buy—buy 
anything and everything their hearts 
might desire—their credit would al- 
ways be good. 

Then we began to feel the pinch of 
high labor costs—we were doing an 
enormous volume of business, but our 
profits went into labor and overhead 
—we entered into a period, you will 
all remember, which we called “prof- 
itless prosperity.” 


Mecehanization of Industry 


To overcome this condition we 
were at our wits’ end—we realized 
we could not cut down labor, while 
we were in a boom, and labor was so 
hard to get, so our only alternative 
was to devise ways and means to 
maintain our production with less 
labor. Then followed the era of 
mechanization of industry. Machine 
and process would take the place of 
our high-priced labor. We could 
keep on paying excessive wages and 
even raise wages, if we could get one 
man and a machine to do the work of 
ten men. 

So, this was our solution and it 
worked fine—for a time. 

Then we began to hear of another 
kind of unemployment, which was 
rapidly growing throughout the coun- 
try—technological unemployment. 

Wages had not been reduced—they 
had actually been advanced from 
their previous peak. But now there 
was no more bidding for workmen. 
Ample labor—especially skilled 1a- 
bor—was always available. 

Profitless prosperity was thus 
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turned into prosperity with profit— 
profits greater than had ever been 
dreamed of before. So tremendous 
were our profits that we did not dare 
speak of them aloud. We were be- 
coming drunk with our great riches. 
The “new era” was certainly here to 
stay—and how! 


Building Castles 


We began to build castles to live 
in—our old home was no longer fit. 
We built great yachts to quiet our 
nerves. We organized magnificent 
country clubs—put up wonderful 
hotels—had night clubs that would 
put to shame anything of the kind in 
the world. 

Our desire for greater and greater 
riches got a firm grip on us. We 
began to think that our services were, 
in reality, worth all we were getting 
and much more. 

Then we began to speculate in 
stocks. We advised the entire coun- 
try to come into the market and share 
with us the fruits of the great “new 
era” we had discovered and_per- 
fected. 

We gambled in our own stocks— 
we had split-up after split-up, in 
order to thin out our enormous earn- 
ings. We made countless millions in 
profits in our transactions—on paper. 
And we went about spending these 
paper profits as if they were real. 

We then began to combine our in- 
dustries—we bought out our compet- 
itors at enormous, boom-time prices. 
We established branch factories. We 
opened branch offices throughout the 
country. We developed thousands of 
high-priced “career men”—junior ex- 
ecutives drawing enormous salaries 
but who were without experience. 

But everybody was happy. We 
were all told that one auto for the 
family was a mark of poverty. Our 
social position was determined by the 
time off we had to devote to golf and 
the size of our garage. 

Well, the end had to come, as it 
always does—we couldn’t forever go 
on buying and selling on credit. 
Settlement had to come sometime, 
though it is strange we all failed to 
realize while these “sales” were go- 
ing on that they were not “sales” at 
all—merely transfers of inventory 
from our warerooms to the hands of 
the consumer—so when we _ had 
got to the end of our rope, the 
crash came, and we finally realized 
two things: that we had overproduced 


outrageously, and that consumption 
cannot be permanently increased by 
credit inflation. 

Now we find ourselves in a per- 
manently lower-price market — the 
value of the dollar has greatly in- 
creased—goods must be sold at lower 
dollar values to find a market; while 
we, on the other hand, find ourselves 
all loaded up with heavy overhead 
expenses, which we piled upon our- 
selves during the jazz era, which pre- 
vent us from supplying our goods. at 
attractive prices. 

In other words, when people had 
inflated incomes and unlimited credit, 
we were able to obtain high prices 
for our products in apparently un- 
limited volume, and, on the assump- 
tion that this condition was here to 
stay, we inflated our financial struc- 
tures and assumed obligations based 
on an inflated market and inflated 
prices. 

We find prices today deflated, and 
we can’t manufacture and sell at a 
profit so long as we allow our in- 
flated overhead to remain. 


Money Interests 
Intoxicated 


The serious and extraordinary ele- 
ment in our present depression, there- 
fore, comes from the fact that indus- 
try and the money interests became 
so intoxicated by their grasping for 
great riches and power that they ex- 
ploited the public for their own self- 
ish purposes; and, in order to keep 
people in line and to better make 
use of them, they preached unsound 
economics by telling them their ser- 
vices were worth more in dollars than 
their labor could produce in mer- 
chandise, and then by still further in- 
flating these exorbitant earnings by 
forcing upon them inflated credit 
which gave them the opportunity to 
possess many times the quantity of 
merchandise which even their inflated 
earnings could pay for. 

Industry and the moneyed interests 
are, therefore, directly and solely re- 
sponsible for the present mental con- 
dition of our people, who were al- 
lowed to use and possess goods and 
luxuries far beyond the remotest pos- 
sibility that their labor could ever 
pay for what they had forced on 
them. 

The public was deliberately in- 
structed and coached to believe that 
all these luxuries were its just due— 

(Continued on page 60) 
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URING 1930 tobac- 
D co and drug stores 
sold millions of 
dollars’ worth of merchan- 
dise offered in assortments of two and 
three items and sold to the public as 
single units, usually with a special 
price inducement. 

If the hardware dealer is not doing 
so, he can also use combination sales 
units such as have proved profitable 
drawing cards for merchants in other 
lines, who are constantly seeking 
newer and better ways and methods to 
increase their immediate sales and 
assist people to form the habit of 
repeatedly turning to their stores. 

The bargain combination sales 
units offered by tobacco and drug 
stores are made up with merchandise 
of which there is reasonably quick 
consumption, thereby creating repeat 
demand for each of the articles in- 
cluded in the combination sales unit. 
When these articles are purchased 
separately there 
is the opportu- 
nity for a better 
per cent of profit 
as each article is 
sold at the reg- 
ular resale price 


Main 
Street 


Merchandising 


By A. C. PENN 


Successful in other 
fields this combin- 
ation sales offer 
ean be used in the 
hardware field 


many opportunities for combination 
sales units. This is also true of 


housefurnishing goods, paints and 
varnishes, polishing and cleansing 
materials and household electric ap- 
pliances and equipment. 

The prime object of the combina- 
tion sales unit is to bring more peo- 





established by 
that store. 
While hard- 








ple into the store, thereby 
creating sales in the many 
profitable lines carried. 
Naturally the margin on 
combination sales is low, but the dif- 
ference between it and the regular 
margin may justly be charged to ad- 
vertising. At the same time the dealer 
will find that the increase in volume 
and the speed of turnover will usually 
make the NET satisfactory. 

If you are unable to obtain spe- 
cial combination sales units prepared 
especially for that purpose, you can 
arrange your own combinations. For 
this purpose you can use articles from 
your stock, preferably of a type 
which sells on a year-round basis. 
Aside from the lines mentioned, here 
are a-few sample combinations, the 
items of which are obtainable from 
your regular jobbing sources approx- 
imately at the prices mentioned in the 
table herewith. 

Of course there are only a few of 
the many combi- 
nation sales units 
that can be made 
up from a hard- 
ware merchant’s 
stock. One com- 
bination can be 
featured for a 
short time, then 
another, etc. Win- 





ware and kindred 
industries do not = 
offer as large a 1 
variety of quick 


1 only 5% inch ladies’ pattern scissor 
“ Triple plug electric socket 


a oF 


Your cost .35 sell for .65 
oS OU 


dow and _ store 
displays, as well 





consumption mer- 


chandise as_ is 
found in other 
lines, yet there 
are many hard- 
ware articles that 
will blend into 
attractive, quick- 
selling combina- 
tion sales units. 

Season- 
able goods such 
as garden tools 
and equipment. 
fishing tackle and 
other lines offer 
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‘© Stainless steel paring knife P « .18 - a as advertising, 
may be used to 
63 “ “ 1.15 regular + 
Combination sales unit price .79 call attention to 
: — the extra values 
enaner ening 36 and incite inter- 
Sisen ante est. If the sales 


1 only can opener 

1 “ Orange and fruit juice squeezer 

1 “e 
Combination sales unit price 


Customer saving 


Kitchen pattern stainless fruit knife 


ee 


oe 


i 


oe 


-15 sell for .25 
is * * a 


34 “ 


5 price seems too 
“65 low, it may be 








1 only household knife sharpener 


“Kitchen carver stainless slim pattern 


7 inch blade 


Combination sales unit price 


Customer saving 


Your cost 


“ 


64 “ 


.34 sell for .50 


.40 “ 


altered to fit your 
needs, but the 
combination must 
show a real sav- 
ing to the cus- 
tomer if it is to 
be at all effective. 


“ 1.15 regular 


36 


“ 45 





a2. * 


“ 1.25 regular Kitchen knives 


(Continued on 
.36 page 65) 
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> 200 Attend 22nd Panhandle Convention 4 


ETHODS of overcoming the 
M ill effects of the “depres- 

sion,” how to meet various 
kinds of competition, better mer- 
chandising methods in buying and 
selling, and closer cooperation be- 
tween the retailer and the manufac- 
turer were discussed at the twenty- 
second annual convention of the Pan- 
handle Hardware and Implement 
Association, held in Amarillo, April 
20, 21 and 22. 

“Teamwork in Distribution” was 
the theme of the convention program, 
and speakers of national prominence 
discussed forces of vital interest to 
manufacturers, wholesalers and _ re- 
tailers. 

Visiting speakers included H. P. 
Sheets, managing director of the Na- 
tional Retail Hardware Association, 
Indianapolis; C. J. Whipple, Chi- 
cago, president of Hibbard, Spencer, 
Bartlett & Co.; R. W. Carney, 
Wichita, Kan., Coleman Lamp and 
Stove Co.; H. B. Mize, Atchison, 
Kan., vice-president of Blish, Mize, 
Silliman Hardware Co. and Clifton 
Rodes, Louisville, Ky., sales director 
of the western district of Belknap 
Hardware and Manufacturing Co. 

More than 200 hardware dealers 
and their wives, and salesmen and 
their wives registered for the annual 
meeting. Attendance at each session 
was gratifying, and the PHIT Club 
furnished excellent entertainment. 


Slack Business Methods 


Dealers were scored for their slack 
business methods when Mr. Carney 
spoke on “The Fingers of Competi- 
tion,” enumerating them as the mail 
order house, the “syndicate” store, 
drug store, department store and 
peddler. They have made the busi- 
ness of merchandising a highly spe- 
cialized art, and the hardware mer- 
chant must be alert and progressive 
to compete with those who are invad- 
ing his field, Mr. Carney said. 

“If a man builds a house and leaves 
it exposed to the elements, the mo- 
ment he quits working deterioration 
sets in,” Mr. Carney said. “If he 
does not continue to build, by using 
paint and cement on occasions, the 
elements will undo his work. It 
may take only a few months, and it 
may take centuries, but infallibly the 
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DAN H. WILMOT 
Retiring President 


creation of man’s hands will dissolve 
unless man’s hands continue to be 
creative. The same thing is true of 
business. The hardware dealer must 
continue to build up his business, or 
the moment he slackens his efforts, 
deterioration begins. 

“Men and businesses who would 
survive must strive; those who would 
remain strong must seek to be 
stronger,” he concluded. 

The theme of the convention was 
presented to the dealers in an im- 
pressive manner when Mr. Whipple 
of Chicago spoke on the assigned sub- 
ject of “A Joint Enterprise.” Mr. 
Whipple’s address appeared in ab- 
stracted form in the Feb. 26 issue of 
HarpwarE AGE. 

Discussing the “Man in Manage- 
ment,” Mr. Sheets said: “It is the 
management’s job to sell and to make 
a profit; it is the merchant’s job to 
know how. This involves a knowl- 
edge of what is wanted, where, when 
and by whom. 


Fundamentals of Success 


“Knowledge of operating costs, 
knowledge of margins, ability to give 
satisfaction, and the ability to apply 
modern methods that appeal to the 
public are fundamental to success in 
any business.” 

Efficient employees was stressed by 
Mr. Sheets as essential to successful 
enterprise, and he closed with the 
statement that “the basis of knowl- 
edge is in the record of experience.” 

From his years of observation in 
business, Mr. Mize explained what 





Cc. L. THOMPSON 


Sec.-Treas. 





H. E. WILLIAMS 


New President 


the significance of “Following 
Through” is, and how essential it is 
for the welfare of a dealer. He out- 
lined the history of the jobbing in- 
dustry in the United States and ex- 
pressed the belief that manufactur- 
ers, wholesalers and retailers are 
more willing to work together for a 
mutual interest than ever before. 


House-to-House Selling 


House-to-house selling was strong- 
ly advocated in the address of Mr. 
Rodes, speaking on the topic of 
“Buying to Sell.” He stressed the 
importance of selecting the right job- 
bers—‘those who will really help 
when help is needed. Then tell your 
problems to your jobbers and they 
will help you solve them,” Mr. Rodes 
said. 

The implement phase of the hard- 
ware business, which is of much im- 
portance to Panhandle dealers, was 
discussed during the second day, with 
A. B. Fredregill, assistant branch 
manager of the J. I. Case Company, 
of Amarillo, as the principal speaker. 
Mr. Fredregill praised the implement 
dealers as being responsible for the 
production of wealth in their new 
empire, “by making available to 
farmers modern,  cost-reducing, 
wealth-producing farm equipment.” 

He pointed to the dealer as the 
medium through which the manufac- 
turer may reach the consumer and 
educate and finance him in the use 
of modern equipment. 

W. R. Aven, Jr., assistant manager 

(Continued on page 64) 
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STABILIZATION OF EM- 
PLOYMENT IN’ RETAIL 
ESTABLISHMENTS 


(From our Washington Bureau) 


An outline of employment 
stabilization methods for the re- 
tail merchandising field which 
represents the accumulated ex- 
perience of leading establish- 
ments throughout the country has 
just been issued in a special 
pamphlet prepared for the Presi- 
dent’s Emergency Committee for 
Employment, of which Col. Ar- 
thur Woods is chairman. 

The outline is entitled “Poli- 
cies and Practices for the Stabil- 
ization of Employment in Retail 
Establishments,” and copies have 
retail 
throughout the United 

While the plans sug- 


been sent to principal 
stores 
States. 
gested are not being offered as 


final, all the 
described are being 


authoritative or 
measures 
used successfully in many busi- 
ness units, and their application 
to other lines of retail merchan- 
dising will be worked out in co- 
operation with various executives 
and authorities. 

Since more than 6,000,000 per- 
sons are employed in retailing, 
the field for employment stabili- 
zation is very large. The com- 
mittee emphasized the point that 
the general adoption of stabiliz- 
ing plans would be reflected in 
the maintenance of a consider- 
ably higher employment level in 
the retail field. 

The pamphlet describes brief- 
ly the methods which are being 
used for employment stabilization 
and cites procedure for use when 
layoffs are necessary. The prin- 
cipal method of stabilization has 
been to spread work among em- 
ployees by shortening hours or 
staggering shifts or individuals 
instead of resorting to dismissals. 
Workers being carried through 
the depression in this way may 
be numbered at least in the hun- 
dreds of thousands. This re- 
flects rapid progress over the hit- 
or-miss methods commonly 
adopted during critical periods in 
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former years. A continuation 
and extension of this principle 
throughout.commerce and indus- 
try, the committee believes, will 
aid substantially in accelerating 
recovery from the present de- 
pression and in helping to mini- 
mize a recurrence of similar 
crises. 





VAUGHN HEADS WICK- 
WIRE SPENCER HDW. & 
STRUCTURAL STEEL UNIT 


W. C. Vaughn, recently ap- 
pointed manager of the hardware 
and structural products depart- 
ment of Wickwire Spencer Steel 





WwW. C. VAUGHN 


Co., New York City, and Ameri- 
can Wire Fabrics Corp., has for 
many years been associated with 
the wire cloth industry. He was 
a member of the sales organiza- 
tion of the Clinton Wire Cloth 
Co., New York City, subsequent- 
ly becoming manager of the New 
York district in 1916. When the 
Clinton company and the Wright 
Wire Co. consolidated in 1919, 
he became sales manager of the 
New York district of the newly 
formed organization. 

Upon the formation of the 
Wickwire Spencer Steel Co. in 
1920 he continued in the same 
capacity until 1926, when he be- 
came assistant sales manager of 
both the hardware and structural 
products departments of the 
American Wire Fabrics Corp. 
and its parent company, Wick- 
wire Spencer Steel Co. 





J. D. WARREN CO. MOVES 
TO CHICAGO MDSE. MART 


The J. D. Warren Mfg. Co., 
208 West Washington Street, 
Chicago, IIl., has removed offices 





B. W. HAVERFIELD 


and sample room to the Mer- 
chandise Mart Building, 222 
North Bank Road, Chicago, III. 
The new sample room will be in 
the form of a model store, where 
the latest types of wall fixtures 
with paneled ledge displays, dis- 
play tables, nail bin counters, 
golf and fish rod racks and other 
retail store accessories and equip- 
ment will be exhibited in a prac- 
tical setting, in room 1471. 

B. W. Haverfield, vice-president 
and general manager of the com- 
pany, has expressed himself as 
highly pleased at moving to the 
modern building used by the 
Mart 

The company is a pioneer in 
the manufacture of sectional store 
fixtures for hardware, sporting 
goods and allied lines. 





E. L. FORSTNER HEADS 
DAVID LUPTON’S SONS 


Edward L. Forstner, for four- 
teen years associated with David 
Lupton’s Sons Co., Philadelphia, 
Pa., makers of steel specialties 
and display equipment, has been 
elected president of the company, 
succeeding David D. Lupton, 
who becomes chairman of the 
board. At the same time H. C. 





Grubbs, formerly vice-president 
in charge of sales of R. C. A.- 
Victor, Inc., was elected execu- 
tive vice-president. 

«Prior to Mr. Forstner’s connec- 
tion with the Lupton company, 
he was a railroad contractor who 
handled a number of large proj- 
ects, among them being contracts 
on the construction of the Caro- 
lina, Clinchfield & Ohio Rail- 
road, and the Erie Barge Canal. 
After two years with the Lup- 
ton organization, he became 
treasurer in 1919. In 1925 he 
was made a vice-president of the 
company, in addition to his 
duties as treasurer, and held the 
two offices until his elevation to 
the presidency. 

Mr. Grubbs has a long record 
of successful salesmanship. He 
was vice-president and director of 
sales of the Dalton Adding Ma- 
chine Co. from the time that 
company was organized until its 
consolidation with Remington- 
Rand, Inc., when he became 
sales manager of the latter com- 
pany. He left Remington-Rand 
to become commercial vice-presi- 
dent of the Victor Talking Ma- 
chine Co. in 1928. When the 
Victor company merged with the 
Radio Corporation of America he 
became vice-president in charge 
of sales of R. C. A.-Victor, Inc. 


MERRICK IS PRESIDENT 
OF WESTINGHOUSE CO. 


At the organization meeting of 
the board of directors of the 
Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., held 
April 29, the following officials 
were elected: A. W. Robertson, 
chairman of the board; F. A. 
Merrick, president J. S. Tritle, 
vice-president in charge of man- 
ufacturing; S. M. Kintner, vice- 
president in charge of engineer- 
ing, and W. S. Rugg, vice-presi- 
dent in charge of sales. L. A. 
Osborne, H. P. Davis, H. D. 
Shute, J. S. Bennett, H. T. Herr, 
Walter Cary, T. P. Gaylord and 
Harold Smith were reelected 
vice-presidents. 

C. H. Terry was elected an 
honorary vice-president. E. M. 
Herr was reelected vice - chair- 
man. 
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IZAAK WALTON LEAGUE 


CONVENTION AND SPORTS 


SHOW ATTRACT CROWDS IN CHICAGO 


What was described by numer- 
ous exhibitors as the most suc- 
cessful National Sportsmen’s 
Show on record closed April 25 
after a four-day exhibition at the 
Hotel Sherman, Chicago. Gross 
attendance approached the 30,- 
000 mark. Of these, some five 
hundred were dealers and job- 
bers, whose enthusiasm over the 
outlook in the sporting goods line 
was high. 

The show was held during the 
ninth annual convention of the 
Izaak Walton League of Amer- 
ica. Dr. Preston Bradley, pastor 
of the People’s Church, Chicago, 
was elected president of the 
league to succeed Dr. George 
Edward Vincent, New York City. 

Many in and out of the trade 
attended the annual banquet of 
the league Friday night at the 
Sherman. Dr. Bradley was 
toastmaster. A message was read 
from President Herbert Hoover. 
honorary president of the league. 

Addresses were made by Sen- 
ator Harry B. Hawes, Missouri, 
vice-chairman, United States Sen- 
ate committee on the conserva- 
tion of wild life; Rear Admiral 
Richard E. Byrd, U. S. N., ex- 
plorer; Major Norman Imrie, 
professor of history, Culver Mil- 
itary Academy. 

About seventy-five commercial 
and educational exhibits were 
made at the show, which was in 
charge of J. R. Mahon. Bob 
Becker, the writer on outdoor 
topics, was warm in his praise 


S. B. HUBBARD CO. IN 
BUSINESS 63 YEARS 


The S. B. Hubbard Co., Jack- 
sonville, Fla., wholesale and re- 
tail hardware dealers, established 
in 1867, recently remodeled and 
enlarged its main store. Frank 
S. Gray, chairman of the board, 
has been with the company for 
53 years, while A. S. Hubbard, 
president, has been an officer and 
director of the firm for 25 years. 
W. L. Schultz, vice-president and 
manager, has a record of 26 
years, while Samuel H. Gray, 
secretary-treasurer, has served 
the organization 11 years. John 
C. Gray, manager mechanical de- 
partment, has a service record of 
27 years. 

Three men travel on the road 
for the company, covering Flor- 
ida and part of the southern half 
of Georgia. In connection with 
the business of the company a 
complete machine and tin shop, 
boat ways and general repairing 
department are operated. The 
company is distributor for some 
old and established lines of im- 
piements, tools and paints, tc. 
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of the spirit prevailing at the 
show. So was Ernest A. Pflueger, 
president of the Enterprise Mfg. 
Co., Akron, Ohio, who observed 
his fiftieth year in business by 
attending the show and conven- 
tion, where he was a guest of 
honor. 

Ivar Hennings, president of the 
South Bend Bait Co., a director 
of the league, was gratified at the 
attendance and interest shown. 
J. K. Kinnear of the sporting 
goods division of the American 
Fork & Hoe Co., Geneva, Ohio, 
said: “I have attended many such 
shows, but this is the biggest and 
best I have ever seen.” 

During the convention the fol- 
lowing officers of the Fishing 
Tackle Manufacturers’ Institute 
were elected: Mr. Kinnear, pres- 
ident; J. T. Crandal of the Ash- 
away Line & Twine Mfg. Co., 
Ashaway, R. I., vice-president; 
E. P. Hoyle of the Richardson 
Rod & Reel Co., Chicago, secre- 
tary and treasurer. 

From 5 to 11 p. m. Friday 
more than two thousand paid ad- 
mission to the show. Ernest A. 
Pflueger, who for ten years has 
headed the Fishing Tackle Man- 
ufacturers’ Association, said: 
“From the standpoint of. enthu- 
siasm and attendance, this is the 
best show we have ever had. 
Both dealers and jobbers are op- 
timistic. The sporting goods 
business is probably less affected 
by negative conditions than any 
other line.” 





About 85 per cent of the firm’s 
total business is wholesale for 
resale by retailers. 
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This basketball team, representing The Sheffield Bronze Powder 
& Stencil Co., Cleveland, Ohio, became the “dark horse” in the 
Cleveland Industrial League, finally finishing as runnersup to the 


champions in a sensational season. 
company was first considered last winter. 





W. M. McALLISTER 


TURNER BRASS WORKS 
CELEBRATING 60 YEARS 


W. M. McAllister, president, 
The Turner Brass Works, Syca- 
more, Ill., has announced a six- 
tieth anniversary sales drive. 
The Turner Brass Works was 
founded shortly after the Chicago 
fire in 1871. Since its founding 
the company’s time been 
mostly devoted to the developing 
and producing of blow torches 
and fire pots. 

During the year 1931 the com- 
pany will celebrate with an ag- 
gressive, well worked out sales 
campaign, embracing the use of 
trade journals in all fields 
where blow torches and fire pots 
A unique sales service 
distribution includes 


has 


are used. 
plan for 


vidual campaign plans for dis- 
tributors. Running through the 
entire campaign is the theme 
“Turner’s Sixtieth Anniversary.” 





An official league team for the 


FOSTER STOVE CO. IS 
OPERATING AGAIN 


The Foster Stove- Co., Ironton, 
Ohio, has been reorganized and 
the plant put in operation again. 
Officers have announced that 
local men are being employed in 
every possible position, with 
many former employees back at 
their work. John C. Marting, 
Berea, Ohio, was reelected presi- 
dent, while M. E. Marting was 
named vice-president and general 
manager, and Miss Margaret Reif 
became secretary. Mr. Marting 
succeeds E. C. McKibbon as gen- 
eral manager, while Miss Reif 
succeeds Emerson Simon, former 
secretary, who resigned to take 
up sales development work for 
the company. 

In announcing resumption of 
operation, officials of the com- 
pany said that stove lines would 
be supplemented with new lines. 
Contracts have been received for 
foundry piece work to be made 
and turned over to other con- 
cerns. Hollow ware is being 
considered as an additional line. 


W. H. MORRISON DIES 


William Henry Morrison, for 
27 years affiliated with the 
Hanna Paint Mfg. Co., Colum- 
bus, Ohio, died at his home in 
that city, April 23, from a cere- 
bral hemorrhage. Mr. Morrison, 
who had been in ill health for 
the past year, retired from busi- 
ness ten years ago. 


ALUMINUM INDUSTRIES 
OPENS CHICAGO BRANCH 


Aluminum Industries, Inc., 
Cincinnati, opened a new Chicago 
branch,. 1923-25 South Wabash 
Avenue, on May 4. The branch 
will serve the Middle West with 
the eight major lines, for auto- 
motive manufacture and replace- 
ment, ‘produced by the company 
in its plant at Cincinnati and the 
subsidiary plant at St. Cloud, 
Minn. 

The new branch was opened 
under the name of and will he 
operated by the Warehousing 
Service Co. 


G. W. HALLIGAN DIES 


George W. Halligan, one of 
Shelburne Falls, Mass., best 
known business men, died sud- 
denly at his home there on 
Thursday, April 23. He was 


born in Buckland, Mass., 69 
years ago, and was for more 
than thirty years purchasing 


agent of the Lamson & Goodnow 


| Mfg. Co. 
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WALKERVILLE HDW. CO. 
MOVES TO WINDSOR 


After twenty-seven years of 
hardware service in the Border 
Cities, the Walkerville Hardware 
Co., Ltd., is moving its offices 
and warehouse to new quarters at 
537 Cataraqui Street, Windsor, 
Ont. J. R. Coate and A. D. 
Green purchased the business in 
1902, which was then operated 
by Morton Christie Hardware, 
Walkerville. In 1907 the firm 
moved to larger quarters, and 
several years later a two-story 
warehouse was added. 

In 1923 the retail department 
was discontinued, since which 
time a strictly wholesale business 
in western Ontario has been fol- 
lowed. The name and officers of 
the company remain unchanged. 





E. C. GODDARD TO MAKE 
FOREIGN MARKET STUDY 


E. C. Goddard, assistant to the 
president and director of adver- 
tising for the Hurley Machine 
Co., Chicago, II]., makers of Thor 
home laundry equipment, sailed 
for Europe on the S. S. Beren- 
garia, April 22. He will make 
an intensive study and survey of 
the European market. 





UNITED STATES CHAIN & 
FORGING CO. TO BECOME 
THE McKAY COMPANY 


After May 20, the name of the 
United States Chain & Forging 
Co., Pittsburgh, Pa., will be 
changed to The McKay Co. 
United States Chain & Forging 
Co. was a consolidation of the 
Hayden-Corbett Chain Co., Co- 
lumbus, Ohio, the National 
Chain Co., Marietta, Ohio, and 
the James McKay Co., Pitts- 
burgh, Pa. Those companies 
have been in the chain manufac- 
turing and drop forging business 
for more than fifty years. 

No changes in personnel, pol- 
icy, or corporate organization 
will result from the change in 
name. The change in name was 
made to bring a closer relation 
between the corporate name and 
the company’s trade - marked 





brands. General offices of ° the 
McKay Co. are at Pittsburgh, 
Pa., with district sales offices in 
New York City, Chicago, Ill., San 
Francisco, Cal., and Portland, 
Ore. Export headquarters are in 
New York City, while factories 
are operated in Pittsburgh, Pa., 
and York, Pa. 

The company will offer several 
new and improved products in 
the coming season and will con- 
tinue to make a complete line of 
commercial and industrial chain 
for all purposes. 





S. CALIFORNIA ASSN. 
COMMITTEES ANNOUNCED 


Chairmen and leaders of the 
193 executive committee of the 
Southern California Retail Hard- 
ware Association, as well as 
members of the area committees, 


have been announced by Joseph | 
V. Guilfoyle, secretary-treasurer | 


and managing director. 


Area chairmen are: No. 1—J. 
E. Shillington, Oxnard Hdw. & | 


Imp. Co., Oxnard; R. T. Wat- 
kins, Watkins Hdw., Santa Paula. 
No. 2, Ellis House, House Bros. 


Hdw., Canoga; G. L. Fitzgerald | 
Hdw., N. Hollywood. No. 3, E. | 


J. Jackson, Burbank Hdw., Bur- 
bank; Albert G. Cornwell, Corn- 
well & Kelty, Glendale. No. 4, 
Paul Rompage, Rompage Hdw. 
Co., Hollywood; C. G. Hudson, 
Hudson Hdw. Co., Hollywood. 
No. 5, Leo Calkins, Inglewood 
Mercantile Co., Inglewood; R. 
W. Munro, W. Los Angeles Hdw., 
Satelle. No. 6, Chas. E. Gockley, 
Pico Hdw. Co.; Roger S. Dietz, 
Dietz Hdw. Co., Los Angeles. No. 
7, Geo. Hobson, E. & H. Hdw., 
Long Beach; F. W. Thorne, 
Thorne Hdw. Co., Compton. No. 
8, Wm. C. McGowan, Monrovia 
Hdw. Co., Monrovia; Jay 
Schulte, Schulte & Berg, Pasa- 
dena. 

Chairmen of other areas are: 
No. 9, L. C. Stanley, Farmers 
Hdw. & Paint, Whittier; R. P. 
Watson, Watson Bros., Pomona. 
No. 10, C. W. TeWinkle, Te- 
Winkle Hdw., Costa. Mesa; 
Henry Kogler, Kogler Hdw., 
Orange. No. 11, Harry Isenour, 
Riverside Hdw. Co., Riverside; 


Hurbert L. Bell, Belle-Grasse, 
Redlands; No. 12, A. W. G. 
Treais, E. San Diego Hdw., San 
Diego; C. H. Byers, Churchill & 
Casson, Escondidi. No. 13, How- 
ard Meyer, I. V. Hdw. Co., El 
Centro; W. J. Reid, Edgar Bros. 
Hdw., El Centro. 


DURKEE, ARMSTRONG 
MFG. CHICAGO REPRE- 
SENTATIVE 


C. S. Darkee, 602 W. Randolph 
Street, Chicago, IIl., 
appointed Chicago representative 
for the Armstrong Mfg. Co., 


Bridgeport, Conn., manufactur- 
ers of adjustable stocks and dies, 


has_ been 








Cc. S. DURKEE 


pipe vises and specialties used 
in connection with the threading 
and cutting of pipe. Mr. Durkee 
was formerly western manager 
for J. H. Williams & Co., Buf- 
falo, N. Y. 


C. S. TAY, INC., NOW IN 
LARGER QUARTERS 


,Clarence S. Tay, president, 
C. S. Tay, Inc., Chicago, IIL, 
wholesale radio distributers, has 
announced the removal of the 
company from 17 South Des- 
plaines Street to 3737 South 
Michigan Avenue. At the new 
address, which is in a more con- 
venient section of the city, the 
company has larger warehouse 
space. 
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WM. HERST APPOINTS 
BARBER, SALES HEAD 


William Herst Co., Chicago, 
Ill, manufacturers of electrical 
wire and extension cord sets, has 
appointed F. M. Barber, Chicago, 
Ill., as director of sales. He is 
well known as a sales engineer 
and sales organizer, having been 
associated with Scott & Fetzer, 
George D. Roper Corp., Greer 
College of Automotive and Elec- 
trical Engineering and numerous 
specialty manufacturers. 





MORRIS WHEELER, SON 
JOIN BURHANS & BLACK 


W. C. McClaskey, president, 
Burhans & Black, Inc., Syracuse, 
N. Y., wholesale hardware dis- 
tributors, has announced that 
Morris Wheeler, East Orange, 
N. J., and his son, Morris W. 
Wheeler, Newark, N. J., have 
joined that company. Mr. 
Wheeler will act as manager of 
the builders’ hardware depart- 
ment, while his son will assist him 
and take charge of the retail 
part of the department. 

Morris Wheeler was with Sar- 
gent & Co., New Haven, Conn., 
since 1887, being in the build- 
ers’ hardware department and 
later representative in New Jer- 


| sey, part of eastern Pennsylvania 


and southeastern Pennsylvania. 
Later he handled a road territory 
in part of upper New York, 
Pennsylvania and parts of Can- 
ada, which he had for 15. years. 
His son started in 1913 with the 
Birkenmeir & Ogden Co., New- 
ark, N. J., being for a while in 
the builders’ hardware depart- 
ment. In 1916 he went with 
Mackreet & Doremus Co., New- 
ark, N. J., as builders’ hardware 
salesman, which position he re- 
signed to enlist in the army. 

Later he entered the employ of 
Birkenmeir & Kuhn Co., serving 
there until 1922, when he joined 
Clark Witbeck Co., Schenectady, 
N. Y. In 1928 he joined the 
Clapp & Treat Co., Hartford, 
Conn., continuing with that com- 
pany until its builders’ hardware 
department was closed out in 
August, 1930. 





This group photograph of the Burhans & Black organization was taken recently at 
Syracuse, N. Y. 
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Amendment of Anti-Trust Laws 
Asked by Mill Supply Group 


ITH an attendance of ap- 
proximately 550, the triple 
convention of the American 


Supply and Machinery Manufacturers’ 
Association, National Supply and Ma- 
chinery Distributors’ Association and 
the Southern Supply and Machinery 
Dealers’ Association held a three-day 
session at the Wardman Park Hotel, 
Washington, D. C., April 27, 28 and 
29. 


At a meeting of the list price com- 
mittee of the National association, 
headed by Wendell Clark, of Samuel 
Harris & Co., Chicago, it was urged 
that manufacturers of mill supplies 
adopt higher list prices in catalogs in 
order to care for price fluctuations by 
discounts. Similar action was recom- 
mended at meetings of the other asso- 
ciations. The association adopted a 
resolution condemning the practice of 
“single insertion” programs in connec- 
tion with complimentary advertising. 


Urge Amendment of Anti- 
Trust Laws 


Amendment of the anti-trust laws so 
that industry would be able to coop- 
erate without danger of prosecution in 
meeting economic conditions and com- 
petition was advocated in an address 
at a joint meeting yesterday morning 
by James W. Gerard, former ambassa- 
dor to Germany, in the annual report 
of George A. Fernley, secretary-treas- 
urer of the National association, and 
also in an address on “The Sherman 
and Clayton Acts,” by J. Harvey Wil- 
liams, of J. H. Williams & Co., Buffalo, 
the latter speaking before the Ameri- 
can association. 


In his report to the National associa- 
tion, Mr. Fernley pointed out that ef- 
fective and intelligent cooperation of 
manufacturers with distributers for 
placing the distribution of mill sup- 
plies on a more satisfactory and profit- 
able basis and rectifying practices of 
an uneconomic and unwholesome char- 
acter is recognized as one of the fun- 
damental problems of members of the 
association. He declared that progress 
has been made in directing attention 
to evils resulting from direct competi- 
tion and its co-related problems. The 
association, it was stated, has empha- 
sized the fact that distributer service 
is essential to manufacturers and buy- 
ers; that distributers serve both in an 
efficient and economical manner, and 
that direct competition as well as vari- 
ous other attempted short cuts are not 
only unsound, but in a very large 
measure, directly responsible for a 
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number of conditions which magnify 
the problems of distribution, includ- 
ing profitless price competition. It was 
declared that manufacturers are giv- 
ing more careful attention to the prob- 
lems of distributers and assuming a 
more helpful attitude. 


Ely on Simplification 


Edwin W. Ely, chief, Division of 
Simplified Practice, Bureau of Stand- 
ards, urged further use of services of 





GEO. A. FERNLEY 


Secretary, National 
Supply & Machinery 
Distributors’ Association 


the Division. The suggestion was made 
that the associations’ Joint Merchan- 
dising Committee should prove to be a 
focal point for new simplified practice 
projects. Mr. Ely declared that sim- 
plification is concerned with merchan- 
dising and has a double value “in that 
it can be applied both to what you sell 
and what you buy.” 

Pointing out that it is possible to 
plan for profits, just as it is for pro- 
duction or sales, Mr. Ely said this im- 
plies much more than simply selling 
products for more than it cost to make 
them or buy them. 

Reference was made to a booklet en- 
titled “Cooperation Versus Competi- 
tion,” which the National association 
has distributed to show the harmful 
results of unintelligent competition. 
The booklet was said to have been re- 
ceived with unusual interest. Mr. 
Fernley said that the desire for volume 
during periods of business adjustment 
causes competitors to give undue cre- 
dence and attention to unfounded re- 
ports, or accept without verification 
stories brought to them by salesmen. 
These reports were declared at times 
to cause needless price competition of 
a demoralizing character and to pro- 


mote other practices of an unwhole- 
some nature. 


Officers Elected 


Officers elected by the three organ- 
izations were: 

Southern Supply and Machinery 
Distributors’ Association: President, C. 
W. Beckner, West Virginia-Kentucky 
Hardware & Supply Co., Huntington, 
W. Va. (reelected) ; first vice-president, 
Fred W. Glover, the Textile Mill Sup- 
ply Co., Charlotte, N. C.; second vice- 
president, W. W. Taylor, Arkansas Mill 
Supply Co., Pine Bluff, Ark,; secretary- 
treasurer, Alvin M. Smith, Smith-Court- 





ALVIN M. SMITH 

Secretary, Southern 

Supply & Machinery 
Distributors’ Association 


ney Co., Richmond, Va. (reelected). 

National Supply and Machinery Dis- 
tributors’ Association: President, H. 
H. Kuhn, the Hardware Supply Co., 
Akron, Ohio (reelected); first vice- 
president, H. E. Ruhf, Cleveland Tool 
& Supply Co., Cleveland (reelected) ; 
seeond vice-president, E. B. Hunn, the 
C. S. Mersick & Co., New Haven, Conn. 
(reelected) ; secretary-treasurer, George 
A. Fernley, Philadelphia (reelected) ; 
assistant secretary-treasurer, H. R. 
Rhinehart, Philadelphia (reelected) ; 
directors (two years), P. G. Maddock, 
Maddock & Co., Philadelphia; A. E. 
Harland, the Charles A. Strelinger Co., 
Detroit; G. W. Donahue, E. S. Stacy 
Supply Co., and Brierly Lombard Co., 
Springfield, Mass. 

American Supply and Machinery 
Manufacturers’ Association: President, 
David C. Jones, the Lunkenheimer Co., 
Cincinnati (reelected) ; first vice-pres- 
ident, J. Harvey Williams, J. H. Wil- 
liams Co., New York; second vice-pres- 
ident, R. M. Gattshall, the Republic 
Rubber Co., Youngstown, Ohio; treas- 
urer, George T. Bailey, Oliver Iron & 
Steel Corporation, Pittsburgh (reelect- 
ed; secretary-manager, R. Kennedy 
Hanson, Pittsburgh (reelected). 








N & R Cleaning 
Sponge 

The N & R clean- 
ing sponge is a chem- 
ically treated cleaner, 
which may be washed 
and used over again, 
without injury to its 
cleaning quality. The 
maker, N & R Spe- 
cialty Co., 212 N. 
Clinton St., Chicago, 
Ill, offers the sponge 
for cleaning wall pa- 
per, walls, shades, 
hats, suede, gloves, shoes, clothing, velvet and velour articles, 
etc. Size is 4 in. x 2% in. x 2 in. Sponges are packed in 
display carton of a dozen. Dealer cost is $3.60 per doz. Sug- 
gested retail selling price is 50c. each. 














Moore Decorative Fasteners 


The Decorative 
Fastener, illustrated, 
is made of crystal 
glass. Fasteners, 
which are made in 
six different colors, 
with gilt decorations, 
may be used te hold 
curtain __ tie - backs, 
fasten curtains, 
draperies and tapes- 
tries. Sharp points 
permit insertion of 
the fasteners without marring woodwork, plaster or wall- 
paper. Large size fasteners are mounted one on a block 
while the small or l-in. size are mounted two on a block 
Each block is wrapped in cellophane. An attractive display, 
showing 48 blocks, is furnished to dealers. Moore Push-Pin 
Co., Philadelphia, Pa., is the maker. 








Cream City Counter 
Cards, Window Display 


Geuder, Paeschke & Frey 
Co., Milwaukee, Wis., offer 
this novel counter display for 
Cream City ware. Two 
gnomes, with stocking caps, 
long whiskers and_ knee 
breeches, are reproduced in 
cutout form, in colors. Be- 
tween them is an enameled 
ware pan which is being thoroughly examined. The same com- 
pany offers an attractive window display illustrated here. 
It features a life-sized girl cutout and two cutout cards on 
which fresh vegetables are reproduced in natural colors. 
Cards are displayed on trays or shallow pans, and carry the 
explanation that enameled ware does not retain odors, and 











will not change the taste or color of food. Two cardboard 
discs are painted to represent cooking food and fit inside 
the round enameled ware pans. Display is sent free to 
dealers asking for No. 25 demonstrator window display. 





Westinghouse T-10 
150 Watt Mazda Lamp 


The Westinghouse 
Lamp Co., Newark, 
N. J., is offering the 
T-10, 150 watt tubular Mazda lamp, listing at $2.00. It is 
designed for a light of 1000 hours, has an overall length of 
11% in. and may be burned on 110, 115 and 120 volt cir- 
cuits. The company has also brought out a 5 watt, 110, 115 
and 120 volt lamp, which will be made in a S-6 clear bulb 
with candelabra screw base, 17-in. maximum overall length. 
It lists at 30c. each, and is for use in light ornaments, pilot 
lights, signal lights and in switch boards. A third unit 
offered by the Westinghouse organization is an arc-resisting 
lamp for lighting railroad yards, shops, offices, cars, etc. 
It is available in 101, 201 and 301 watt sizes and is designed 
for 5-in series operation on 525, 550, 575, 600, 625 and 650 
volt circuits. The figure one added to the wattage rating in- 
dicates the “arc resisting” feature. 









ig ee 








David Maydole Improved 
Stillson Type Wrench 


This improved 
wrench is finished by 
a special Maydole 
process recently de- 
veloped, which elimi- 
nates the use of paint and enamels on forgings and _ pro- 
duces a long lasting finish. David Maydole Tool Corp., 
Norwich, N. Y., has made this wrench, with specially con- 
structed bar, strong jaws with neither bar nor springs 
weakened by rivet holes. Nut guard, built into the frame, 
prevents adjustment of wrench being disturbed, protecting 
the nut at all times. List price on the 10-in. size is $1.35 
each. Pipe capacity is 14 in. to 1 in. Other sizes are 8 in., 
with pipe capacity of 1% in. to 34 in.; 14 in., with capacity 
of 4 in. to 1% in., and 18 in. size, 14 in. to 2 in. capacity. 
All sizes are packed in cartons of six. Approximate weights 
per carton are: 8 in., 44% lb.; 10 in., 514 lb.; 14 in., 16% 
lb., and 18 in., 2414 Ib. 








“Vacuum” Grip Bolt Cutter 


Forged Steel Prod- 
ucts Co., Newport, 
Pa., has announced 
the improved “Vac- 
uum” Grip bolt cut- 
ter, built on the compound lever principle which multiplies 
hand power to an unusual degree. It is assembled from 
only three major parts: the interchangeable blades, forming 
a unit in themselves, and the two handles. There are no 
bolts and nuts to cause the mechanic trouble and loss of 
time. Replacement of an old set of blades is quickly ac- 
complished by the removal of two set screws. The mechanic’s 
tool kit special, 14-in. size, cuts bolts up to 5/16 in., and is 
said by the makers to have a cutting capacity equal to other 
cutters 18 in. in length. Replacement blades are avail- 
able at a nominal price. Two patterns of interchangeable 
cutters are available, an end cutting type and a special type 
for splitting nuts. A specially heat treated unit is also fur- 
nished for cutting hardened wire. 


HARDWARE AGE 
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Distillate Stove 


Distillate Stove Co., 274 Seventeenth Street, Chi- 
cago Heights, IIl., has entered the market with four 
models of distillate stoves, two cabinet heater mod- 
els, an all-purpose stove and a single-car garage 
heater. List prices are: Model No. 5, single-car 
garage heater, $34.75; model No. 107, all-purpose 
stove, $57.50; model No. 106, cabinet heater, 
$109.50, and model No. 136, super-cabinet heater, 
$147.50. For all these models clear or light-col- 
ored 38/40 distillate is recommended, although kerosene oil 
may be used as a fuel if desired. Specifications of No. 5 are: 
5-in. diameter burner; overall height, 28 in.; 
width overall, 131% in.; and depth, including 
tank, 23 in. The Nos. 107 and 106 have 10- 
in. diameter burners and respective dimen- 
sions are: 42 in. x 201% in. x 2934 in. and 45 
in. x 23 in. x 32% in. Dimensions of the 
No. 136 are: Burner, 13 in. in diameter, and 
heater specifications: 50 in. x 264 in. x 36 
in. Weights of the different models, crated, 
are, 60, 154, 207 and 275 Ib. respectively. 





Polar Cub 
Drill Press 


The Polar Club electric drill 
press is a light duty model with 
pistol grip handle and conve- 
nient switch. Key operated chuck takes any round shank 
drill up to 14 in. diameter. Motor is universal 110 volt type 
for A.C. or D.C. The A. C. Gilbert Co., New Haven, Conn., 
makes this press to retail for the suggested price of $22.50. 
Drill is detachably mounted on sturdy bench stand with 
base 914 x 5% in., with 1-in. diameter shaft standing 20 in. 
high. Clamp bracket on shaft allows adjustment of drill 
for vertical or horizontal use. Drill may be removed from 
stand for portable use. It operates from electric light socket. 
The maker states that it will bore through quarter-inch steel 
or heavy hardwood. 





Grinnell Regal 
Washer 


The Regal model 
washer has _ balloon 
wringer rolls, double 
safety release, double 
rust - proof drain 
boards, full six-sheet 
capacity, mottled 
green porcelain tub 
and large four-blade 
cast aluminum sub- 
merged bottom-driv- 
en agitator. Grinnell 
Washing Machine 
Corp. Grinnell, 
Iowa, makes this ma- 
chine to retail for the 
suggested price of 
$59.50. Other fea- 
tures are Westing- 
house motor, direct 
drive, which is said 
to eliminate 50 per cent of the usual parts, Durex oilless bush- 
ings, substantial steel legs bolted to steel base, with no bolts 
in bottom of tub and Bassick casters set in rust-prouf caster 
sockets. 
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Sterling Super “T” 
Steel Line Post 

The Sterling Super “T” steel 
line post is another new develop- 


ment of the Northwestern Barb 
Wire Co., Sterling, Ill. An exclu- 
sive feature of this post is the re- 
inforced rib that has two beads 
running the full length of the post 
for additional strength. The face 
of the post is concave, which adds 
strength and facilitates easy drain- 
age. The anchor plates are 
strongly riveted and will cut 
easily and hold firmly. This post 
is finished with an all-over coat of baked red enamel and an 
additional coat of black asphalt base paint. Seven fasteners, 
which fit snugly over the studded back and hold the wire in 
place, are furnished free. Posts are packed in bundles of 
five for convenient and easy handling. 











American Bosch 
“Personal” Receivers 


“No higher than the average 
novel, and occupying no greater 
space than the same novel laid 
open,” is the description of 
United American Bosch Corp., 
Springfield, Mass., maker of the 
Bosch “Personal” radio model 5A. It is an oblong shaped 
chest measuring 1434 x 8% x 634 in. It is of solid mahogany 
with decorative border inlay, with simple circular grill open- 
ing for the self-contianed electrodynamic speaker. List price, 
complete with five tubes, is $43.50, east of the Rockies. This 
set, which weighs only 18 lb., has illuminated tuning dial and 
volume control. The same company offers another “Personal” 
receiver in the form of a console model, which may be used 
as a smoking stand, or occasional table for books, smokers’ 
articles, etc. Top and face of cabinet are of walnut veneer, 
the face being highly figure matched butt walnut. Legs are 
of solid walnut, while frame and ends are of gum. This 
model, known as 5B, measures 321% x 17 x 1044 in. It is a 
five-tube model, listing at $53.50, less tubes, east of the 
Rockies. 








Flower Pot 2 
Stand No. 245 { 


Flower pot stand 

with new watering ° 
feature, No. 245 of- 
fered by The Pressed 
Metal Products Co., 
6925 Colfax Road, 
Cleveland, Ohio, is 
built of steel, finished 
in garden green 
baked enamel. 
Pointed feet, which 
fit into ground, pre- 
vent the stand from 
being blown over. 
Flower pot rests on 
top ring while water- 
tight pan holds am- 
ple supply of water. 
Standard 9 or 10-in. 
flower pot can be 
held by this stand. Suggested retail selling price is $1.00 to 
$1.25 each. Cost to dealer is $7.20 per doz. 
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Hardware Demand 
Has Spotty Character 


New York, May 6.—Reports 
from leading hardware markets 
of the country indicate that the 
demand has a “spotty” character 
at the present time. In some of 
the principal market centers sales 
volume has recently exceeded 
that of a year ago. In other 
cities, serving trade territories 
where less favorable conditions 
have prevailed sales are running 
considerably behind the corres- 
ponding period of last year. 

April sales, generally speak- 
ing, were fairly satisfactory, 
showing a seasonal increase, 
which was near normal in many 
wholesale hardware _ establish- 
ments. Much of the recent in- 
crease in trade activity is attrib- 
uted to the fact that retail stocks 
have been at very low levels, 
with the result that the consumer 
demand for seasonal goods 
made immediate stock replenish- 
ments necessary. Future orders 
are being booked for Fall de- 
livery in some Winter lines. 

While prices are showing an 
easier tendency in certain in- 
stances, probably influenced by 
the declining quotations on most 
raw materials, most revisions 
being announced are _inconse- 
quential in nature. 

The credit situation has im- 
proved slightly, since the advent 
of milder weather, and collec- 
tions are expected to show fur- 
ther improvement in the near 
future. 
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GeneraL Marker News 


OF THE WEEK 


Wholesale Price Index Declined 
During Week Ended April 25 


During the week ended April 25, the 
general index number of the wholesale 


price index of the National Fertilizer 
Association declined 7 fractional points. 

For the preceding week, a loss of 4 
fractional points was shown. The in- 
dex number on April 25 stands at a 
new record low of 72.5 compared with 
74.9 a month ago and 91.6 a year ago. 
(The index number 100 represents the 
average for the three years, 1926-1928.) 

Nine of the fourteen groups in the 
index declined during the latest week 
and the remaining five showed no 
change. The groups that declined were 
fertilizer materials, textiles, fats and 
oils, other foods, grains—feeds and live 
stock, metals, fuel, chemicals and 
drugs and miscellaneous commodities. 
The groups which showed no change 
during the last week were mixed fer- 
tilizer, agricultural implements, auto- 
mobiles, building materials and house 
furnishings. 

The prices for thirty-nine commod- 
ities showed losses during the last 
week, while gains were made by nine 
commodities. Among the commodities 
that declined were petroleum, fuel oil, 
camphor, rubber, copper, silver, hogs, 
practically all grains and feedstuffs, 
cheese, eggs, lard, butter, silk, wool 
and cotton. Slight advances Were noted 
in the prices for raw sugar, cattle, 
coffee, calfskins, dried apples, barley, 
corn meal, burlap and jute. 





Bank Debits Increased 
in Week Ended April 22 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended April 22, aggregated $11,693,- 
000,000, or 5 per cent above the total 
reported for the preceding week and 
16 per cent below the total for the 
corresponding week of last year, which 
included but five business days in many 
of the reported centers. 











Aggregate debits for the 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $11,006,000,000, as compared with 
$10,445,000,000 for the preceding week 
and $13,165,000,000 for the week ended 
April 23 of last year. 





’ Moderate Decline Is Shown 


in April Building Awards 


New building during the first three 
weeks of April failed to continue the 
marked upward swing shown in March. 
In fact, contract awards in the thirty- 
seven States east of the Rockies were 


9 per cent smaller in the period from 
April 1 to April 22, inclusive, than in 
the first three weeks of March, accord- 
ing to figures compiled by the F. W. 
Dodge Corporation. The total value of 
contracts was $238,004,100 in the first 
twenty-two days of April. 

The relative importance of Govern- 
ment work at the present time is in- 
dicated by the fact that awards for 
public works and utilities aggregated 
$96,298,800, as compared with $76,- 
992,500 for nonresidential building and 
$64,712,800 for residential building. 

New construction figures continue to 
compare very unfavorably with those 
a year ago. Average daily awards in 
the first three weeks of April this year 
were about one-third smaller in value 
than in April, 1930. Probably at least 
one-half of this decline is accounted 
for by lower costs of labor and mate- 
rials so that the decrease in volume of 
building is much less than the decline 
in value. 





Electrolux Vacuum Cleaners 
Will Be Made in Cleveland 


Electrolux vacuum cleaners, which 
have been imported to this country 
from Sweden for several years, here- 
after will be made for the American 


trade by the White Sewing Machine 
Co., Cleveland, which has taken a con- 
tract for the American manufacture of 
these cleaners. 
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National Lead Co. Reduces 
Linseed Oil in Sealed Cans 


The National Lead Co., 111 Broad- 
way, New York City, has advised the 
trade of a reduction in the price of 
Dutch Boy linseed oil in sealed cans. 
The reduction in the differential over 
the price of linseed oil in barrels en- 
ables dealers to offer linseed oil in cans 
at a very small advance over the barrel 
price. 

The revision became effective on 
April 27 and the following differen- 
tials now apply: 


Dutch Boy Sealed Cans 


Differentials Over 
Barrel Price per Pound 


Uncased Cased 
1-gallon cans 
(6 cans to case) 2.0 21 
5-gallon cans 
(1 can to case) 0.4 1.0 
5-gallon cans 
(2 cans to case) 0.4 0.8 


In the same announcement, linseed 
oil in barrels f.o.b. New York is quoted 
as follows: 


Per Pound 
In lots of less than 5 bbl..... 9.4e. 
In lots of 5 bbl. or more..... 9.0c. 
Calcutta linseed oil in bbl.... 21,0c. 





Plymouth Cordage Co. 
Advances Lathyarn Prices 
The Plymouth Cordage .Co., North 


Plymouth, Mass., on April 24 an- 
nounced price advances in the quota- 


What 


ers would know they could not put 
anything over on him.” 

“What is the attitude of the Fed- 
eration toward wage rates?” asked 
the man in the corner. “Do you 
think it is possible, when raw ma- 
terials and everything else have gone 
down, that union fixed rates of wages 
can be maintained?” “That is what 
we are trying to do,” was the answer. 
“In this the government is working 
with us. We believe it is better to 
have shorter hours, but to keep the 
wage scale up.” “Suppose,” said the 
inquirer, “a manufacturer should de- 
cide to cut the price of his goods and 
so increase his business, then cut the 
price of wagés, but give the workers 
longer hours so actually at the end 
of the week, while their rate of wages 
would be less, by reason of longer 
hours they would earn more.” “We 
are absolutely opposed to this,” said 
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tions applying to lathyarn and shingle 
yarn. Prices now prevailing are ap- 
proximately 4c. per pound higher than 
those which were effective on April 1. 


Eagle-Picher Lead Co. 
Extends Price Guarantee 


The Eagle-Picher Lead Co., 4401 
S. Western Ave., Chicago, IIl., has 
guaranteed present list prices on white 
lead in oil, red lead in oil, sublimed 
blue lead in oil and dry products in 
small kegs against price declines oc- 
curring up to and including Aug. 31, 
1931. 

In the event of price declines the 
price guarantee applies only to order 
received on or after Jan. 2, 1931, and 
only to that portion of orders so re- 
ceived which customers may actually 
have in stock, or en route to them or 
on order for them at the date of such 
decline. The price guarantee does not 
apply to dry products in half barrels 
or barrels. Claims for adjustment 
must be made within fifteen days after 
a decline in the company’s quotations. 


Klein Plier Prices Lowered 
Approximately 20 Per Cent 


Mathias Klein & Sons, 3200 Belmont 
Ave., Chicago, IIl., have announced a 
20 per cent reduction in the prices of 
Klein pliers. The revision became 
effective on April 1. 

In commenting on the lower prices, 
H. B. Wilson, general manager of the 
company, made the following state- 
ment: “Frankly we do not anticipate 
that the reduction in prices will mean 
any immediate increase in business, 
but on the other hand, we are most 
decidedly of the opinion that when this 
depression is over we shall start on a 
much more settled market condition 
than we have known since the war 
started everything on the upward trend. 

“We want our goods so priced that 
they will be competitive in this new 
era and to that end we were ‘unfash- 
ionable’ enough to go ahead with a 
considerable addition to our factory in 
1930, and to equip this new addition 
with modern machinery. The manu- 
facturing economies which have re- 
sulted are being passed on to the trade 
in our new prices.” 





74% Was Price Average Week 
Ended April 25, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale 
commodity prices for the week ended 
April 25 and based on Dun’s quota- 
tions averaged 74 per cent. 





Organized Labor Has 


(Continued from page 26) 


the labor leader. “We are fighting 
longer hours. We believe in shorter 
hours and more employees. This dis- 
tributes the work.” “Well,” said an- 
other gentleman as he struck a match, 
“do you think in times like these, 
when the cost of raw materials has 
gone down, when the cost of living 
has actually gone down 17 per cent, 
that labor can expect to go to work 
at eight o’clock, take thirty minutes 
for lunch, quit at 4.30, and not do 
any work on Saturday? Of course 
it would be lovely if everybody could 
work in this manner. We would all 
have a lot more time for the out-of- 
doors and for recreation. But as a 
practical matter, with the world in 
the condtion it is, isn’t this idea 
rather Utopian?” “But it has been 
done,” said the labor leader. “We 
have gotten away with it in many in- 
dustries for several years.” “Yes,” 


The March average was 75.9. The 
purchasing power of the dollar, on a 
1926 basis, was 135.1. The March 
average was 131.8. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
66.9. The March average was 66.9. 


to Say 


said the fat man, “you did get away 
with it under boom time conditions, 
but can you get away with such an 
agreeable program when there is so 
much competition for work as well 
as for orders?” The labor leader re- 
plied: “I believe it can be done and 
should be done if the employers of 
labor in this country are farsighted 
enough to accept such conditions in- 
stead of driving labor into the ranks 
of the Communists.” “Let me ask 
one question,” said the thin man. 
“As a matter of fact, when arrange- 
ments are made with union labor are 
they ever satisfied? Aren’t they all 
like Oliver Twist, always coming 
back for more with the threat of a 
strike?” “Well,” replied the labor 
leader as he knocked the ashes off his 
cigar, “labor, after all, is only 
human.” 
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CHICAGO 


(Chicago office of HARDWARE AGE) 


Cuicaco, May 5. 


NE of the leading jobbers here 
() ms a flag atop the firm’s 

building the other day to signal- 
ize the biggest day’s business the house 
had ever done in number of items sold 
and shipped; this is the brightest bit 
of hardware trade news that has come 
out of Chicago in ten months. If that 
isn’t “turning the corner,” somebody 
will have to come forward with a bet- 
ter definition. Over night, almost, the 
whole trend of the hardware move- 
ment has turned upward sharply. 


BUYING IMPROVES 


Much of this favorable change must 
be credited to improved weather con- 
ditions—much of it, but not all. With 
little doubt, it appears that the public 
buying power has been grossly under- 
estimated. Many careful observers had 
apparently convinced themselves that 
definite improvement was not in the 
cards. Nevertheless, within the fort- 
night negative thinking has met the 
stiffest resistance yet encountered in 
the way of factual optimism. The 
hardware shoppers are shopping—and 
buying. All sorts of spring items are 
selling in volume. One reason for it, 
of course, has been the small quantity 
of goods in retail stocks. 


LAWN MOWERS, ETC. 


Favorable weather has been gener- 
ating orders for lawn mowers and lawn 
rollers. Though manufacturers and 
jobbers provided a fair supply, there 
are indications that some shortages are 
likely to develop in case the demand 
should prove unusually strong. The 
clean-up campaign has done much to 
stimulate this demand. Some munici- 
palities have taken an official part in 
its promotion, not to mention the many 
retail, wholesale and manufacturing 
organizations that are lining up with 
the movement. Hundreds of thousands 
of school children are being enlisted 
in the campaign and their enthusiasm 
is unbounded. 


DAIRY SUPPLIES 


With the season at hand for peak 
sales of dairy equipment, always inci- 
dent to freshening pastures, the makers 
of cotton filter pads are doing their 
best to stabilize prices, following an 
unprofitable fit of price-cutting. Vir- 
tually all seasonal dairy supplies are 
in good demand. 


SCREEN DOORS, ETC. 


Earlier than last year the shipping 
season for screen doors and screens 
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Sharp Upturn Noted 
Marked Increase In Sales 


has opened with fair prospects for good 
volume, though orders are still con- 
servative in size. The trend toward 
the use of galvanized cloth is more and 
more marked, indicating. that durabil- 
ity is uppermost in the mind of the 
average buyer. 


FENCING AND POSTS 


Fence posts and fencing are active 
to a gratifying degree. Dealers had 
been notably late in placing orders for 
their spring requirements. However, 
after the middle of April the demand 
opened with a resounding bang and 
already sales have about caught up 
with those made during the same 
period last year. 





SPORTING GOODS 


“Shorts” are developing in sporting 


goods. An increasing shortage on sev- 
eral seasonal items in this line is fore- 
cast in well-informed quarters. Fac- 
tories are far behind in filling orders 
for recreation equipment whose sale 
has been stimulated by the recent mild 
weather. Croquet, baseball goods, golf 
clubs and tennis balls are the chief 
items delayed in delivery. 


ELECTRIC CLOCKS 


Pick-up has registered in the sale of 
electric clocks. During the winter they 
began to sell in good volume which 
later subsitled somewhat. Now the de- 
mand is on again, especially for elec- 
tric alarm clocks. Hardware jobbers 
have done a good job of distributing 
such clocks through the regular retail 
channels in impressive volume. 





PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, May 5. 


ONDITIONS in the hardware 
C trade in Pittsburgh are still 

generally favorable. Colder 
weather has interfered with sales of 
farm and garden tools to some extent, 
but shipments out of jobbers’ stocks 
are still holding up fairly well and 
the new month is expected to bring fur- 
ther activity in seasonable lines. Fer- 
tilizer has fallen off somewhat, as 
might be expected at this time of the 
year, but demand for screen wire cloth 
is beginning, and such items as roller 
skates, outdoor juvenile vehicles and 
sporting goods are generally more 
active. There is still a good move- 
ment of paints and varnishes, while 
housecleaning supplies were particu- 
larly active around the first of the 
month because of moving season. 


PRICES LITTLE CHANGED 


Hardware prices have not changed 
materially in the last week. Minor 
revisions throughout a wider list of 
products are still being made from 
time to time by manufacturers, but job- 
bers believe the more important hard- 
ware products have now been ad- 
justed to some extent to lower raw ma- 
terial quotations, and unless further 
downward revisions are made in com- 
modity levels hardware prices this 
summer may be fairly well main- 
tained. Nails are fairly well main- 
tained at $2.15 out of jobbers’ stocks, 
reflecting a better adjustment of mill 
prices. Wire products are also hold- 
ing, and revisions in bolts and nuts 
now seem unlikely. 


Sales Steady 
Prices Stable 


INDUSTRIAL CONDITIONS 


Industrial conditions in the Pittsburgh 
district are somewhat less satisfactory 
than they have been, due partially 
to a gradual decline in steel pro- 
duction. This falling off is now re- 
garded as seasonal, although down- 
ward adjustments have come earlier 
than usual this year. Steel products 
used in outdoor construction work are 
somewhat more active, resulting in 
better operations at a few points, but 
the steel ingot output level has fallen 
about 10 per cent in the last month, 
and this has been reflected in most of 
the finishing mill schedules. Steel 
prices are holding in a general way, 
although weakness still continues in 
flat-rolled pfoducts. New price sched- 
ules on sheets recently announced by a 
leading producer are expected to be 
adopted generally in the trade, and to 
result in a better stabilized market. 


COAL AND COKE 


The coal business is also showing 
signs of seasonal decline, and the late 
beginning of lake cargo movement has 
made business duller than usual at 
this time of the year. Coke making is 
confined principally to the by-product 
plants, with activity in the Connells- 
ville region at a low ebb. 


COLLECTIONS 


Collections in the hardware trade 
have shown a slight improvement as 
the result of recent upturn in sales. 
However, both retailers and jobbers 
are meeting with considerable difficulty 
in many cases, and the general out- 
look is not materially improved. 
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NEW YORK 


New York, May 5. 
Oi have continued to show 


moderate gains during the past 

week, according to Metropolitan 
wholesalers. The improved demand is 
largely attributed to the fact that deal- 
er stocks were so low when the con- 
sumer demand for spring goods ma- 
terialized that replacement orders have 
had to be placed. While current buy- 
ing continues on a_ hand-to-mouth 
basis, there is a marked tendency to 
increase the size of the average order 
to some extent. Wholesale sales in 
April varied in character with some 
jobbers reporting sales business for the 
month as comparing very favorably 
with a year ago, while others stated 
April sales volume was less satisfac- 
tory than in 1930. As a rule, whole- 
salers expressed gratification at the 
amount of business transacted in the 
month, declaring that it exceeded ex- 
pectations. Local jobbers point out 
that in comparing sales with a year 
ago that the fact that merchandise has 
depreciated nearly 15 per cent in value 
should be considered. 


OUTLOOK FOR MAY 


It is the general consensus of whole- 
sale opinion that sales during May will 
be as large or larger than in‘the pre- 
ceding month. A sharp curtailment, 
however, is expected during June and 
July, unless basic conditions show ma- 
terial improvement in the near future. 
The effect of reduced wages on pur- 
chasing power is being generally dis- 
cussed in the trade. The belief has 
been expressed that if a concerted 
move could be made by the press to 
induce that portion of the public who 
are steadily adding to their savings to 
spend a portion of such funds that re- 
covery would be hastened. Savings 
bank deposits have steadily increased, 
which would indicate that the theory 
has a sound basis. 


TREND TOWARD PRICE 


Price seems to be a big factor at the 
present time with the consumer and 
the trade alike. In keeping with this 
tendency many manufacturers have in- 
troduced products especially manufac- 
tured to meet price requirements. With 
competition keen for business in a buy- 
er’s market, some wholesalers, in plac- 
ing orders, have requested that the 
price be guaranteed for a ninety-day 
period. With the general price ten- 
dency indecisive, in that few in the 
trade will hazard a prediction as to 
whether the bottom has been reached 
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or not, this factor has also influenced 
the policy of buying only for immedi- 
ate requirements. Some have empha- 
sized the fact that prices are still high- 
er than during 1914, which they be- 
lieve was a period comparable to that 
existing at the present time. 


ACTIVE AT PRESENT 


Housewares continue to move in ex- 
cellent volume. Stimulated somewhat 
by increased residential construction in 
the New York area, builders’ hardware, 
construction supplies and tools have 
been in slightly better demand. The 
type of construction mentioned is more 
active than any other type of building, 
which has aided some hardware stores 
located in suburban communities to an 
appreciable degree. From April 1 to 
22 total contract awards amounted to 
$56,205,700, of which, residential con- 
tracts amounted to $22,878,300; non- 


Moderate Gains Continue— 
April Exceeded Expectations 


residential for $21,115,600, and public 
works and utilities for $12,211,800. 


SPRING GOODS LIVELY 


The following spring lines are par- 
ticularly active at present: Lawnmow- 
ers, garden tools, poultry netting, 
screen wire, spraying equipment, lawn 
rollers, prepared roofing, lawn hose, 
sprinkling cans, hose reels, portable 
sprinkling sets, lawn fence, lawn 
swings, porch furniture, screen hard- 
ware, painting supplies, wheelbarrows, 
fertilizers, flower boxes and_ poultry 
supplies. 


COLLECTIONS 


Collections continue to be charac- 
terized as slow, although a slight im- 
provement has been noted recently. 
Most jobbers believe that the next sixty 
days will bring about a healthier credit 
situation. ; 





ATLANTA 


(Atlanta office of HARDWARE AGE) 
ATLANTA, May 5, 1931. 


ALES volume through hardware 
te jobbing channels serving the At- 
lanta trade territory denotes a 
favorable maintenance of the slow but 
steady progress in business improve- 
ment that has been apparent during 
the past few months. Sales continue 
to show a gain over last year and with 
the spring season now in full swing, 
things in general are beginning to show 
increased activity. Spring weather 
has put more life in the demand and 
its reflection can be noticed in many 
lines. 


NOW IN DEMAND 


Along with a fair movement of staple 
and seasonal merchandise, sporting 
goods sales are indicative of increased 
movement in fishing tackle, golfing 
equipment and tennis goods. Unusual 
interest is being taken this season in 
all outdoor activities and dealers 
should give much attention at this 
time to the display of all outdoor game 
sets. 


SPRING MERCHANDISE 


Seasonal items leading in demand at 
this time are weeders, hoes, rakes, 
forks, scrapes, turn plows and parts. 
The advent of good weather has added 
stimulus to the automobile tire and 
inner tube business and in fact to the 


Sales Gain Over Year Ago. 


Collections Are Slow 


general line of automobile accessories. 
Tires and tubes are selling at lower 
figures than ever in their history. 
Paints and varnishes are now showing 
their usual seasonal demand, which, 
however, is rather slow at present, but 
is expected to show some improvement. 


FUTURE ORDERS 


The future order list continues to 
show, a good record and is indicative 
of the optimistic feeling toward better 
business during the coming fall. 


CREDIT AND COLLECTIONS 


While business improvement has 
continued to show slow but steady 
progress, reports from credit depart- 
ments indicate that collections are 
still at a very low ebb and have failed 
to respond to any general improvement 
in economic conditions. It is felt, 
however, that heavier movement in 
spring and summer business will help 
and that a betterment in the credit 
and collection situation can be safely 
anticipated in the next few weeks. 


AGRICULTURAL OUTLOOK 


Planting cotton, corn, white pota- 
toes, cane, peanuts and minor crops is 
well under way in all sections of the 
Southern territory. Cotton planting 
is general and much is up to fairly 
good stands, while chopping has _be- 
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gun on a small scale in the Southern 
division. What little cotton is up is 
being retarded in growth by cool 
nights and lack of sufficient spring 
rains. Plowing is in full swing and 
most of this work has been completed 
as well as seeding. Cotton acreage in 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, May 5. 
T is still too early in the year to 
know definitely what the agricul- 
ural sections of the Northwest 
tributary to the Twin Cities will show 
in the way of acreage, but it is evi- 
dent that wheat acreage will be con- 
siderably reduced. Diversified farming 
is gaining in western Minnesota and 
in the Dakotas, with the correspond- 
ing change in revenue from a one-crop 
to a monthly basis. 


GAIN IN PROSPECT 


While trade has continued to be less 
than what many believed it would be 
during the year so far, there is sound 
basis for belief that gains will be shown 
as the year progresses. All factors for 
stability are present in the Northwest, 
and this year should prove a basis for 
better times to come. 


CURRENT TRADE VOLUME 


In the Northwest the dollar volume 
of business is running about one-fifth 
below that of last year and also of the 
year before. Greatly reduced price 
levels are naturally to be taken into 
consideration in this connection, and 
if it were possible to report business 
transactions on the same basis of values 
the spread would be considerably nar- 
rowed. 


BONUS LOANS 


The funds released by the loans to 
veterans probably are having some ef- 
fect on business, as many of them are 
paying up back bills in many lines of 
mercantile endeavor, and others are 
expending funds for necessary com- 
modities for the improvement of their 
homes or in their business. This source 
of funds has had a decidedly good ef- 
fect on business, at least in the North- 
west, according to many merchants. It 
is estimated that some eighty-seven mil- 
lion dollars will be released to veter- 
ans in this region, and this sum put 
into circulation is sure to have a good 
effect. 


CAR REGISTRATIONS 


Reports of new car registrations in 
Minnesota shows an improvement in 


St 


this section will be reduced this sea- 
son, but it is hard to estimate whether 
or not it is being reduced enough. 
Thousands and thousands of acres 
throughout the territory are being cul- 
tivated in essential food and feed 
crops, and this probably will be one 





sales over those of a year ago, while 
other States in this section show a loss 
in number of new cars, compared to a 
year ago, up to April. Minnesota also 
shows a drop in the number of com- 
mercial failures for the same period 
of time, in comparison to a year ago. 
Wisconsin is in the same class, while 
Iowa, Nebraska and North Dakota 
show a gain. South Dakota shows the 
same number as last year for the first 
quarter. 


CROPS DIVERSIFIED 


With the cash prices of grains at so 
low a point, farmers are naturally turn- 
ing to other sources of income, and 
will study diversification more intently 
than ever before. Poultry, including 
the raising of turkeys, is receiving 
added attention, and the market for 
baby chicks has increased consider- 
ably. This has brought added interest 
in poultry netting and many items of 
equipment for raising poultry, open- 
ing up a new field for the hardware 
man. Some stores are featuring the 
marketing of baby chicks, thus draw- 
ing attention to their stores, and giving 
them the opportunity of following up 





of the South’s largest truck-crop sea- 
There will be a huge increase 
in the season’s corn and greater in- 


sons. 


crease in oats and potatoes, both 
Irish and sweet. The tobacco crop 
promises to be lean owing to a cut in 
acreage. 


Gains Are Predicted 
Prices Remain Steady 


the customers for their needs along 
the lines of poultry raisers’ equipment, 
including in many cases specially pre- 
pared chick food and a line of 
remedies. 


GENERAL CONDITIONS 


Warmer weather has evidently ap- 
proached much closer to this part of 
the country after a period of some two 
or three weeks of cool weather. The 
annual moving day, May 1, has passed, 
and the exodus to summer homes at 
nearby lakes around the larger cities 
has started. This is creating a de- 
mand for paints and other home sup- 
plies.. Minneapolis staged a Better 
Homes Week last week, drawing at- 
tention to the need of cleaning up and 
painting up of homes. At the same 
time, the National Fire Prevention 
Week aided in attracting the attention 
of people to their homes and places of 
business and the need of making re- 
pairs and alterations. 


PRICE INFORMATION 


Prices for the week have shown. no 
change. With the present low levels, 
there is little opportunity for change. 





Bank Clearings Declined 
in Week Ended April 23 


Bank clearings in the United States 
for week ended Thursday, April 23, as 
reported to Bradstreet’s, aggregated 
$8,469,116,000, as against $8,804,267.- 
000 last week, and $9,633,433,000 in 
this week last year. This week’s total 
shows a decrease of 3.8 per cent from 
last week and of 12 per cent from the 
like week of last year. 

The total bank clearings at the forty- 
eight cities of the United States report- 
ing to Bradstreet’s show a very slight 
decrease, only 3.8 per cent from last 
week and of only 12 per cent from the 
like week a year ago, with one city, 
Washington, showing a gain over a 
year ago of 4.6 per cent. At Toledo 
the decrease is only one-fifth of 1 per 
cent, while Denver, Providence, New- 
ark, Oakland, Cal., New Orleans and 
Philadelphia report decreases of only 


4.7 to 7.8 per cent and Houston, New 
York, Baltimore, St. Paul, Indianap- 
olis and Boston report decreases of less 
than 10 per cent. 





Freight Loadings Increased 
in Week Ended April 18 


Loading of revenue freight for the 
week ended April 18 totaled 760,002 
cars, according to the car service divi- 
sion of the American Railway Associa- 
tion. 

This was an increase of 22,068 cars 
above the preceding week this year, 
with increases being reported in the 
total loading of all commodities except 
coal and coke. 

The total for the week of April 18 
was, however, a reduction of 132,704 
cars under the corresponding week last 
year and a reduction of 245,878 cars 
below the same week two years ago. 
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N October 6th, 1930, Brady, a thriving little 
city in the hills of Central West Texas, was 
visited by a storm and water spout, which caused 
the usually peaceful and beautiful Brady Creek to 
grow turbulent, and overflow its banks, flooding 
the business section and some parts of the resi- 
dential district. 


Mr. Sam T. Wood tells us that his hardware 
store was flooded for 24 hours to a depth of 4144 
feet. 

In his stock, Mr. Wood had approximately 
$500.00 worth of Remington Loaded Shells and 
Metallic Ammunition which was completely sub- 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 
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merged. After the water had subsided and these 
Wetproof Loaded Shells and Metallics had dried 
out, he sold the entire stock. 


Mr. Wood states that because many of the paper 
cartons were destroyed by the water, it was neces- 
sary to place the cartridges and shells in special 
containers. They were sold this way, and experi- 
enced shooters reported splendid performance. 


This was a more severe test than ammunition 
is usually required to meet. It demonstrated con- 
clusively that Remington Ammunition is really 


wet-proof. 
af Par 22, 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4.0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co, 
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BOSTON 


( Boston office of HARDWARE AGE) 


Boston, May 5. 


HE hardware business in New 
| England is holding up remark- 
ably well, all things considered. 
During the past week a majority of 
business days were against the sale of 
merchandise over the counter, and 
some letdown was reported by whole- 
sale firms, but, at that, sales by the 
last named firms were remarkably 
good. Although actual figures are not 
yet available, wholesale firms say there 
is no question but what the volume of 
April business ran well ahead of that 
for the corresponding month last year. 
It is believed business from the dollar 
standpoint, however, is just about a 
stand-off, due to the disparity of prices 
today and a year ago. When compared 
with other lines of business, the show- 
ing made by hardware interests is com- 
mendable. 


RETAIL TRADE SPOTTY 


Retail business is spotty. Some con- 
cerns are doing excellently, while 
others are dragging along in a rather 
discouraging manner. The go-getters 
outnumber the laggards, however, 
otherwise no gain would have been 
made in wholesale bookings during 
April. That some concerns are not do- 
ing as well as other retailers is attrib- 
uted to industrial conditions in certain 
towns and cities, or to poor locations 
of stores, or to an overcrowded retail 
hardware field in this or that particu- 
lar locality. 


RETAIL BUYING BROAD 

Retail buying continues broad, cov- 
ering the full list of seasonable mer- 
chandise from A to Z, and also em- 
bracing standard hardware items as 
well as merchandise that will be needed 
later. Future buying, however, is not 
as active as of current needs, yet it 
is better than it was a month ago and 
last year at this time. 

Certain jobbers have been making 
heavy shipments of window glass of 
late, on back orders, having received 
fresh consignments from manufactur- 
ers. Demand for rubber rakes con- 
tinues heavy, and wholesale houses 
have sizable back orders, although these 
have been reduced fully 50 per cent 
the past week. 

Electric clocks appear in good de- 
mand just now, and sales of dog fur- 
nishings such as collars, leads, etc., 
have picked up materially. Articles 
needed by women around the home, 
things like clothes baskets, ironing 
boards, etc., are moving out of job- 
bers’ stocks in volume. 
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Business Holds Up 
Collections Improve 


ELECTRIC FAN OUTLOOK 


Usually at this time of the year the 
movement of electric fans begins to 
gather momentum. A good season is 
anticipated because it is believed that 
retail stocks are practically nil and 
because many new styles have been 
taken on by wholesalers at very at- 
tractive resale values. ‘ 


INDUSTRIAL OUTLOOK 


Not much change is noted in the gen- 
eral New England industrial situation. 
There is much less unemployment than 
on Jan. 1, last, due to the accessibility 
of outside work and to the activities of 
municipalities in relieving the labor 
situation. 

The outlook for shoe manufacture 
during the next month or two is en- 
couraging. On the other hand, the 
cotton textile outlook is not as bright 
as it was, and there are other indus- 
tries that have lost a part of the im- 
provement gained in March and the 





first half of Apri One of the largest 


electrical plants“is fairly active, while 
two others are reducing the hours of 
labor because of a lack of business. 

Construction calling for fabricated 
steel is decidedly backward, and the 
foundry industry generally is semi- 
demoralized. The number of steel 
product manufacturers’ representatives 
appears excessive due to the scant 
passing business. The recent action of 
the stock market has shaken confidence 
in business circles and has had a de- 
pressing influence otherwise. 


COLLECTIONS BETTER 


In the face of the bad features in 
the general business situation comes 
the statement of wholesale hardware 
houses that collections during the first 
half of April were better than for 
any similar period so far this year. 
And the wholesale firms feel reason- 
ably certain that collections the first 
half of May will be greater than in the 
first half of April. In that event the 
credit situation, so far as the hard- 
ware business is concerned, will be ma- 
terially healthier. 





CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, May 5. 


HE district hardware demand 
continues at the same _ uninter- 

esting pace that has prevailed 
throughout this year. Of course, some 
slight improvement was noticed during 
April over the preceding month, but 
this was not sufficient to indicate any 
general return of consumers to the 
market. , 

TREND OF DEMAND 

No particular item is attracting 

marked attention, but all items are 
moving at the same pace. Spring mer- 
chandise, responding to the sudden 
change of climatic conditions, has not 
increased in accordance with the prog- 
ress toward summer, but rather has 
shown merely the casual interest of 
consumers in the proper seasonal 
goods. Staple merchandise continues 
to occupy a fair amount of the pres- 
ent order books. Business volume has 
merely followed the fluctuations of 
buyer interest, without producing any 
feature. 


BUILDING PROJECTS 


With the warmer weather firmly es- 
tablished, it is anticipated that many 
building projects will be under way. 
Accordingly, increased demand for 
builders’ hardware appears in the of- 


Demand Is Dull 
Collections Slow 


fing. Announcement has just been 
made that the Globe-Wernicke Co., 
manufacturer of office equipment, has 
awarded a contract for a new power 
plant to cost $250,000. Work on the 
new $5,000,000 Union Depot is pro- 
gressing at a good rate, and a fair 
percentage of the available construc- 
tion labor has been absorbed in this 
project. Industrial employment gener- 
ally has shéwn but slight improvement. 


STEEL INDUSTRY 


Pig iron, coke, scrap and steel are 
still slow. Consumers of pig iron and 
coke are buying in small quantities, 
as the need arises, but no forward 
buying is reported. Thirty days ap- 
pears to be the longest period of an- 
ticipation. With mills holding up ship- 
ments and refusing to make new pur- 
chases, the scrap iron and steel mar- 
kets are featureless. The finished sheet 
market, however, has been enjoying a 
sustained demand at a little better than 
50 per cent of capacity. Accordingly, 
production is at a good level, but there 
is still room for improvement. 


CREDIT SITUATION 


Collections of hardware jobbers 
have shown no improvement. The 
credit situation is still uncertain and 
unsatisfactory. 
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SELL THE BOLT 


WITH THE “A 


THE “A” ON THE HEAD OF BETHLEHEM BOLTS IS BOTH 
A MARK OF IDENTIFICATION AND A SYMBOL OF QUALITY 


BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 


Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los 
Angeles, Seattle, Portland, Honolulu. 


Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, 
New York City. 
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” ON THE HEAD 


It is virtually impossible for your customer to 
distinguish between high-quality bolts and ordinary 
ones by looking at them. Over the counter all bolts 
look more or less alike. That is why we stamp an 
“A” on the head of every Bethlehem Bolt, as a means 
of identification. 

The “A” on the heads of Bethlehem Bolts is more 
than a mark of identification; it is a symbol of quality. 
You can recommend Bethlehem Bolts to your cus- 
tomers with confidence. They possess the high 
quality you would naturally expect in the product of a 
large steel-making organization with a half-century- 
old reputation for making quality steel and steel 
products. 

The grade of steel selected by Bethlehem metal- 
lurgists is used in the manufacture of Bethlehem 
Bolts. The threads are cut clean and accurate. The 
bolts are carefully inspected. They come to you in 
strong, neat packages. 

Sell the Bolt with the “A” on the head! You will 
make satisfied customers and lay the foundation for 
many future orders. 


BETHLEHEM 
BOLTS ann NUTS 
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The Old and the New in Store Arrangement 


ment is to get the customers and the goods to 

mix. The dominant thought is: Get the cus- 
tomers to “circulating.” Throw the entire floor of 
the establishment open to the public. Away with 
things that obstruct the movement between the clerks 
and goods! Encourage self-service on the part of 
the customer—thus increasing sales and also re- 
ducing expense through the saving of part of the 
clerical effort. Above all things, pull down those 
lofty precipices of shelving and make every bit of 
merchandise accessible to both sight and touch. 
Arrange islands of display tables in the center of 
the floor, thus making inspection and handling of 
merchandise as easy and convenient as possible for 
the customer. Never compel a patron to stand and 
Surround him with merchandise on his own 
Place everything in the store at moderate 


VHE truly modern idea in retail-store arrange- 


point. 
level. 


heights—and, above the level of the goods, let the 
walls show clean, cheerful surfaces. “Let there be 
light!” is still good advice for shop keepers today, 
as it was at the very beginning of things some thous- 
ands of years ago—glowing yet mellow light to put 
the customer in a responsive mood and to aid him 
in his examination of the goods. Use a bright 
decorative treatment, with. vivid yet tasteful colors 
in the displays. The “package age” which now 
prevails—in contrast to the old-fashioned handling 
of goods in bulk—lends itself admirably to the new 
spirit in decorative, colorful store arrangement. 


The fundamental principle of all this is: Let the 
customer acquaint himself freely with the goods, in 
an intimate and thoroughly agreeable environment. 

—Dr. Jutius KLEIN, in a radio talk over 
Columbia Broadcasting System. 





Pennsylvania Railroad Will Test 
Store Door Delivery Plan 


Elisha Lee, vice-president of the 
Pennsylvania Railroad, in addressing 
the National Petroleum Association’s 


communities.” 


bury, Md., whence they are distributed 
on truck chassis to various Peninsular 


review noted 501 defaults, a gain of 
26, and 81 over the 1930 total for the 
same .week. 

Bradstreet’s said: “Of those failing 
this week, 74.2 per cent had a capital 
of $5,000 or less, against 66.1 per cent 








convention in Cleveland, Ohio, on 
April 24, outlined what the railroads 
are doing to meet the situation created 
by other agencies of transportation. 
With particular reference to the store 
door plan of delivering freight, which 
has recently created considerable in- 
terest in retail circles, Mr. Lee had the 
following to say: 

“We intend in the near future to 
ask authority for the initiation of such 
a service in cooperation and coordina- 
tion with truck lines now operating. 
The trucker will collect and deliver in 
both cities between the rail stations 
and the store door of shipper or con- 
signee. We will carry his truck body 
for him between the cities for half 
what it costs under his own power. 
This will allow the trucker to earn 
more satisfactory profits. It will bring 
back remunerative business to the rails. 
It will make possible performance of 
the whole service at less cost to the 
shipper than at present. Highway 
transport, rail transport, and the public 
alike will be benefited—a happy ex- 
ample of the possibilities which lie in 
coordinated service. 

“As a matter of fact we actually be- 
gan operation last week of a somewhat 
similar service between Baltimore and 
points on the Delmarva Peninsula. In 
this service the portable truck bodies 
are carried across Chesapeake Bay on 
boats, and transported by rail to Salis- 
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Business Failures Increased 
in Week Ended April 25 


R. G. Dun & Co. reported 612 fail- 
ures for the past week, a gain of 49 in 
the week, and 65 more than were 
shown in the 1930 week. Bradstreet’s 


last week and 67.6 per cent in the cor- 
responding week of last year. Those 
with a capital of $5,000 to $20,000 
furnished 16.5 per cent of the total 
number, against 21 per cent last week 
and 21.4 per cent last year.” 
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A window display suggestion of fence and related products offered by 
Page Steel & Wire Co., Bridgeport, Conn. 
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BRUSH? © 


Cheap Brushes, it’s the 


It isn’t your Price on 
the price that Counts! 


Brush VALUE you give at 


Check the Wonderful Value of 


Be suspicious of the line that this Low-Priced Wooster Brush 


sells on price alone. Bu 
P y The same Wooster guarantee as 


on the finest master painter’s 
tools. 


Colored enameled handles. Lots 
of Sales Appeal. 


Woosters and you get a brush 
that has VALUE at the price. 
From good varnish brushes to 


retail as low as 9c and right on 


Pwd 


up to the highest priced master . 
»y rpSv$ SSS? 


ainter’ 1 "ll fi 
rs eT ree ee a Full widths—no scant measure- 
ments to deceive you and your 


Wooster line giving your trade 
customers. 


more brush for the money and 





a generous profit to you. 
Bright, shiny, nickeled ferrules. 


Woosters sell because the 
VALUE (quality properly 
priced) is there. Sell Wooster 


No hard cement below edge of 
ferrule. 


Brushes exclusively. Write for 
the Wooster Model Stock Plan. 


It means more profit and more 


Bristles firmly imbedded in rock- 
like Foss-Set, Wooster exclusive 
process. Use in anything: lacquer, 
enamel, varnish, paint removers, 
the bristles can’t come out. 


sales for you. 
The Wooster Brush Company 


Celebrating 80 years of brushmaking progress 
Wooster, Ohio 


The 1% inch Ford Varnish Brush fea- 
tured here is one of the greatest volume 
sellers. Retails at $.25. 


WoosTER BRUSHES 


ONLY WOOSTER CAN MAKE FOSS-SET BRUSHES 
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All pure, selected high quality 
bristles, properly treated, and 
steamed; then carefully formed 
and chiseled, cleaned, and _ pol- 
ished to make sure of good 
painting results. 
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Let’s Look Ourselves Over 


(Continued from page 41) 


that it had a right to them, and if 
each did not get his share, it was his 
own fault. 

The worker was. deliberately edu- 
cated to believe that wages would 
continually advance, while working 
hours would be reduced. He was di- 
rectly told, in so many words, that 
there would always be a job for him 
at high wages; and that he could get 
practically anything he wanted on 
credit. And it was plainly stated that 
industry and capital would guarantee 
all this. 

Here we have the reason for social- 
ism in our present deflation. The 
public is demanding of capital and 
industry that they make good their 
promises. Can you blame it? 


Looking Into Future 


Now, let us look into the future 
to see how we fit in the picture. 

There is no question but that there 
is just as much demand for merchan- 
dise of all kinds today as there has 
ever been. People have been edu- 
cated to have automobiles—hetter 
living | accommodations — better 
household equipment—bhetter clothes. 
In short, they have been allowed to 
taste and become familiar with a 
much higher standard of living. Are 
they willingly going to give up all 
these things and go back to the stand- 
ards of 1913? I fancy not. 

Then, how are we going to give 
people all these things which they 
demand? 

Manifestly, there are just two ways 
to do it: inflate wages, consumer 
credit, and prices once more, then 
go for another ride; or (2) deflate 
prices, labor and unsound credit— 
pay the wage earner and salaried 
man according to what each can actu- 
ally produce—produce our goods 
and sell them at prices that will in- 
sure their distribution to the con- 
sumer in sufficient quantity so that 
his standards of living will not be 
affected—let our sales be real sales 
that are paid for out of earnings. 

None of us, I think, are ready to 
embark on another period of jazz 
inflation, so let us turn to the thought 
of producing and selling more goods 
for a higher-priced dollar, in order 
that the public with less dollars to 
spend can possess just as much in 
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goods and services as it has been ac- 
customed to having. 

At the outset, I want to state that 
I am not advocating price-cutting, but 
rather am I considering the matter 
from the angle of real values—there’s 
a whale of a difference. 

With our perfectly equipped plants 
—our highly mechanical processes, 
there will be, I think, no dissenting 
voice when I say that the actual cost 
of producing most manufactured 
goods today is extremely low, if we 
eliminate all but legitimate operating 
overhead. 


Eliminate Water 


In other words, if we could elimi- 
nate water from our financial struc- 
tures, and financial burdens which 
have resulted from the excesses of the 
recent inflation—if we could manu- 
facture on the basis of paying a fair 
return on only the actual and neces- 
sary cash capital which it would take 
to run our industries, there is not the 
slightest doubt but that we have the 
equipment necessary to produce most 
products profitably which could be 
sold at very much lower cost to the 
consumer. 

What we have been doing has been 
to greatly reduce prices through 
mechanization and put the savings in 
our own pockets — substituting ma- 
chines and processes for high-priced 
workers, then throwing a high-wage 
sop to those workers whom we have 
need for—piously calling attention 
to the fact that we have not cut wages. 

What I maintain, therefore, is that 
we have arrived at the point where 
we have our choice of two roads to 
pursue: (1) maintain our prices; 
our heavy inflated overheads; and 
gear our capacity to produce to our 
ability to sell at these high prices; 
or (2) slash our overhead to the bone 
—cut out all the unnecessary burden 
acquired during inflation—employ 
our marvelous productive ability to 
produce cheaply, then only burden 
our products with legitimate over- 
head and fair profit on legitimate 
capital invested. 

If we will pursue the latter course, 
there is little question but that we 
could manufacture profitably to our- 
selves and at the same time sell our 
products at prices which would in- 





sure the necessary volume to keep 
our plants busy. 

If we elect to pursue the former 
course and stick to high prices in 
order to carry our inflated overhead, 
then, as I see it, one of two things is 
likely to happen—vwe will ultimately 
find it impossible to manufacture and 
sell enough over-priced goods to pay 
our way, which means liquidation, or 
we will succeed for a while in cor- 
ralling enough business to keep going, 


but as we will be spreading a price- 


umbrella over our industry, we will 
invite outside competition, which 
will surely be on hand to take ad- 
vantage of the opportunity—as has 
already been the case in many in- 
dustries—and when this competition 
appears, we then will either have to 
throw our excess overhead overboard 
and meet it or quit. 

One of the most serious elements 
which has crept into industry during 
the recent boom has resulted from 
unsound selling methods. 


Give Products Away 


True, we geared our production 
greatly in excess of any possible con- 
sumption—but this fact did not war- 
rant the fool policy, adopted by many 
industries, of giving their products 
away without profit! 

The high-powered sales executive 
was distinctly a product of the “jazz 
era” and has proved to be one of the 
greatest curses ever wished on in- 
dustry. 

These unscrupulous, phony sales- 
men could see only volume as their 
objective—price was their only 
weapon used for horning in—profit 
meant nothing to them. And, to get 
this volume, they cast aside all ethics 
and morals, adopting the lowest gyp 
methods of ruining the market for 
themselves and for their competitors. 

I know, for instance, of certain 
large industries where over 50 per 
cent of the output was being sold to 
catalog houses and chains at less than 
cost; then, in order to make up this 
loss and try to break even, prices 
were boosted to the jobber-dealer 
trade. 

I know of many cases today where 
large manufacturers are actually re- 
ducing prices on their products below 
their cost of production, in order to 
speed up sales, without first having 
deflated their massive overheads— 
these firms are running at a loss, and 

(Continued on page 64) 
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Rich Beauty + that other. 
metals cannot match 


Brilliant, lustrous highlights ... rich, soft shades... Only Stain- 
less Steel possesses that deep, modern beauty of sharp contrasts so 
sought for by the housewife of today. 

On the counter or in the window, a “Stainless” product capti- 
vates buying eyes... It’s new, interesting . . . It’s in harmony with 
the mode of progressive, up-to-the-minute minds... it means free- 
dom from the slavery of endless polishing, and is a low priced 
luxury which customers say they can well afford to enjoy. 

Watch your stock of Cutlery, Scissors, Squares, Rules, Tapes, 
Hammers, Golf Clubs, Building Hardware, Kit Tools, Screws, 
Skates, Nails, Bolts and Nuts... It moves faster if it’s “Stainless” — 

. Write for our booklet “Stainless in the Home”... Here’s a 
market guide. 


Genuine Stainless Steel is manufactured only under the patents of 


AMERICAN STAINLESS STEEL COMPANY 
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Their dependable accuracy, 


durability and  conveni- 
ence have created for 
them a constantly in- 
creasing demand. 
You will find 
them most prof- 
itable. 


Stocked by Jobbers 


THE [UFKIN fpULE £0. 
SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 








62 





What 317 Building Contractors Think 
About Builders’ Hardware 


(Continued from page 29) 


actual need do you buy the hard- 
ware for building? 

There were 277 replies. In 
121 instances 43.5 per cent the 
hardware is bought within a 
week of the time it is needed; 
153 or 54.2 per cent buy within 
three weeks of actual need and 
less than half care for their 
hardware wants four weeks or 
more in advance. 


8. Do you buy your hardware 
from a hardware dealer or from 
a building supplies’ dealer? 

Of the 353 replies, 284 or 80.5 per 
cent buy from a hardware dealer and 
69 or 19.5 per cent buy from a build- 
ing supplies dealer. In some in- 
stances the contractor patronizes both 
—but in nearly every case the main 
source of supply was the hardware 
dealer. 

9. How do you buy builders’ hard- 
ware—over the counter or by 
schedule? 

A number of contractors buy both 
ways. Including these duplications, 
there were 139 or 40.2 per cent who 
buy over the counter and 207 or 59.8 
per cent who buy by schedule. The 
ability to buy from dealers’ stocks 
depends very largely upon two fac- 
tors—first whether the contractor in- 
sists upon a particular type or will 
accept substitutions; and _ second, 
whether the building is a class or 
type which requires hardware not 
carried in stock. 

10. Does your dealer give you any 
service in relation to builders’ hard- 
ware? 

“Yes,” say 214 or 72:5 per cent of 
the 295 contractors who replied. 
“No,” say 81 or 27.5 per cent of 
them. It is rather significant that in 
only one instance where the dealer 
gives service is there any complaint 
regarding deliveries. The kinds of 
service which are named show the 
advantages to the contractor of a 
friendly relation with a good hard- 
ware dealer. In some instances, the 
dealer writes the schedule. In others 
he helps sell the owner the proper 
kind of hardware, submitting sam- 
ples. He protects in price, checks 


shipments and makes good any losses 
or defects; he suggests the kinds to 
use; gets the goods to the job, and is 
on hand if any trouble develops. 
There is no possible phase of service 
which a faithful friend in business 
can render which is not found in one 
or more replies to this question. 

11. Do you have trouble securing 
deliveries ?, 

There were 291 replies; of these 45 
or 15.5 per cent state that they do have 
trouble—and these are the contrac- 
tors who do not exact service from 
their dealers. There are 246 or 84.5 
per cent who have no such trouble. 
All of the comments indicate that the 
trouble occurs on special order which 
are not placed early enough to secure 
proper delivery. 

12. Do you use bronze, brass or 
plated steel hardware on outside 
doors? On windows? On inside 
doors? 

A résumé of the 273 replies dis- 
closes that on outside doors, 255 or 
93.4 per cent use brass and bronze. 
Eighteen or 6.5 per cent use plated 
steel. On inside doors, 129 or 49.2 
per cent use brass and bronze. 133 
or 50.8 per cent use plated steel. On 
windows, 154 or 58.5 per cent use 
brass and bronze, while 106 or 41.5 
per cent use plated steel. To sum- 
marize the comments, brass and 
bronze are very generally used on 
doors exposed to the weather, to 
avoid the danger of rust if plated 
steel hardware is adopted. In the 
few instances where steel hardware 
is used on outside doors the houses 
the contractors build are of low price. 
On inside doors nearly 50 per cent 
use brass and bronze hardware. 
These are buildings which have brass 
and bronze throughout, and no 
trouble with streaked paint or un- 
sightly appearance. In some in- 
stances these buildings are quite in- 
expensive. These are the contractors 
who call the buyers’ attention to the 
hardware as evidence of the good ma- 
terial employed. On windows there 
is often moisture which will eventu- 
ally destroy the usefulness and ap- 
pearance of plated steel hardware; 
and so some contractors who use 
steel hardware on the inside doors 
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place brass and bronze fittings on the 
windows. 

13. What finishes do you find most 
popular? 

The 209 replies to this question 
show the various brass finished to be 
the most popular, with other finishes 
represented in the relative order of 
their popularity as follows: 


PE IN ins ckk viats pie’ 88 or 42.1% 
Polished brass........... 40 or 19.1% 
Sanded brass........... 23 or 11.0% 


Polished brass.......... 21 or 10.0% 


Antique copper.......... 16 or 7.6% 


MU WRI 656556, 004 5.0 Tor 3.38% 
PN eaeschsadekn aleks< Zor 1.3% 
i fee Zor 1.0% 
PR BOI So. kkk Kone 9or 4.6% 


Three-fourths of the preference is 
for brass finishes, which have grown 
increasingly popular in recent years, 
due to the wide use of Colonial hard- 
ware. 

14. Do you master key all outside 
doors or furnish keys alike for these 
doors? 

In reply to this question, 104 or 
31.6 per cent state that they master 
key all outside doors. 93 or 28.2 
per cent furnish keys alike, while 132 
or 40.2 per cent give no attention to 
this detail. Master keyed locks and 
locks with keys alike are compara- 
tively new for residences. Their con- 
venience is so evident, however, that 
they are rapidly growing in favor as 
the figures indicate. 

15. Do you use cylinder locks or 
bitted key locks on front doors? On 
grade doors? On rear doors? On 
garage doors? 

Three hundred and fifteen con- 
tractors answered this question 
wholly or in part, of these 270 or 
91.5 per cent use cylinder locks on 
front doors, while 25 or 8.4 per cent 
use bitted key locks. More than nine- 
tenths of the contractors equip front 
doors with cylinder locks. On grade 
or side doors 166 contractors or 54.2 
per cent use cylinder locks, while 140 
or 45.8 per cent apply bitted key 
locks. As this door is second in im- 
portance, to the front door, it is nat- 
ural that more than half are equipped 
with cylinder locks. In a number of 
instances, contractors explain that 
they also install bolts or cylinder 
night latches to provide additional 
security. On rear doors, which are 
the least conspicuous of the outside 
doors, but where additional security 
is most needed even less consideration 
has been given to safety. Here more 
than half of the contractors use bitted 
key locks, often supplemented by 
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bolts or night latches. The replies 
to this question indicate that 119 or 
42.0 per cent use cylinder locks, 
while 140 or 58.0 per cent use bitted 
key locks. 156 contractors or 59.5 
per cent replied that they equip gar- 
age doors with cylinder locks. 56 or 
21.2 per cent apply bitted key locks; 
45 or 17.1 per cent use padlocks, 
while 6 or 2.2 per cent use garage 
locks. The garage door needs a good 
lock, because it can most easily be at- 
tacked without distributing the house- 
hold. 

16. Do you equip the door to a 
bathroom with a lock having a 
thumbpiece on the inside to lock the 
door? 

There were 301 replies. 260 or 
86.4 per cent said “Yes,” while 41 
or 13.6 per cent said “No.” Ten 
years ago, special bath room locks 
with thumbpiece inside for conveni- 
ence and key outside for emergency 
use were new and comparatively few 
were used. Now all dealers carry 
them in stock and they have become 
a standard article. 

17. Do you use cylinder night 
latches? If so, where? 

Of the 287 contractors who re- 
plied, 202 or 70 per cent do use 
cylinder night latches and 85 or 30 
per cent do not. One of the principal 
uses reported is in repair work, sup- 
plementing insecure locks. The re- 
ports show a wide variety of applica- 
tion on both business building and on 
homes. 

18. Do you equip one closet with a 
cylinder lock? 

To this question 50 contractors or 
16.3 per cent replied in the affirma- 
tive while 260 or 83.7 per cent of the 
310 who answered the query said 
“No.” One contractor uses cylinder 
locks on cedar-lined closets only; an- 
other provides a closet so equipped 
in homes costing $10,000 or more: 
others put them in when requested. 
It is evident that practice is not gen- 
eral. 

19. Is the use of rabbeted locks 
increasing or decreasing? 

Two hundred and nine replied to 
this query and 140 or 71.2 per cent 
said “Decreasing,” while 60 or 28.8 
per cent said “Increasing.” One 
contractor made this comment: “Rab- 
beted locks are for use on best jobs, 
but cannot be successfully used where 
weatherstrip is wanted.” Another re- 
ports: “Use of rabbeted locks is 
necessary on large jobs.” 

















Klein Pliers—standard with 
master workmen everywhere—are 
backed with the Klein reputation 
of the finest tools that you can 
buy, regardless of price. Klein 
Pliers are made in a wide variety 
of styles to meet every need of 
the skilled workman. It will pay 
you to carry Kleins in stock. 
Check up now and order your 
supply from your jobber. 

Klein Pliers have been the stand- 
ard in public utilities and with 
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master workmen “‘since 1857. 


Mathias & Sons 


3200 BELMONT AVE., CHICAGO 
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Chrome-Vanadium 
Steel, with the 
ARMSTRONG name 
mean strength 
to tool buyers 


ARMSTRONG-VANADIUM Wrenches embody 
the most effective sales points — established 
strength, improved designs,recognized quality. 
They are longer, lighter, tiinner, stronger. Their 
thin tapering jaws will take a firm grip where 
other wrenches cannot reach. They are guar- 
anteed not to break or spread. 


Beautiful tools—finished in nickel over copper 
with heads buffed bright—they come on 
attractive boards or in matched sets, in many 


new patterns. 


ARMSTRONG BROS. TOOL CO. 
“‘The Tool Helder People” 


314 N. Francisco Ave., Chicago, U.S.A. 








Write for Catalog B-27, 
176 pages of Quality Tools 














200 Attend 22nd Panhandle Convention 


(Continued from page 43) 


of the International Harvester Co., 
Amarillo, said the cardinal points of 
success in the implement business 
were “to sell the goods, make a profit, 
and get the money.” 

H. E. Williams, Lamesa, Tex., was 
elected president to succeed Dan H. 
Wilmot of Roswell, N. M. Ed. N. 
Neer of Portales, N. M., became 
vice-president, and C. L. Thompson, 


Canyon, Tex., was reelected secre- 
tary, after many years of service. 

O. L. Nislar, Lubbock, Tex., were 
B. B. Kent, Perryton, Tex., were 
named to the board of directors. Old 
directors retained included W. H. 
Rhodes, Roswell, N. M.; Travis 
Lively, Pampa, Tex.; T. C. Meinecke, 
Plainview, Tex., and W. S. Kerr, 
Hereford, Tex. 





Let’s Look Ourselves Over 
(Continued from page 60) 


many of them are in competition 
with concerns whose overhead is legi- 
timate and who are able to meet the 
new prices and sell at a handsome 
profit. Their liquidation is only a 
matter of time. 

Our hunger for volume has also led 
us from the straight and narrow path 
of legitimate distribution. Where we 
have announced a policy of dealing 
through jobbers, we have deliberately 
gone to their customer, the dealer, 
and have been selling to him direct 
also. 

Not being satisfied with the ef- 
forts of our jobbers and dealers, we 
have gone direct to the consumer— 
often quoting prices as low as we 
give to the jobber. 

I hold no brief for jobber-dealer 
distribution. I realize that, in some 
cases, a manufacturer may find it 
distinctly to his advantage to assume 
these two functions hiniself and do 
his own distribution. But I do be- 


| lieve it is unethical, unfair and im- 





moral to try to play the game from 
both ends to the middle—loading up 


| jobbers and dealers with our goods— 


announcing our policy fo be jobber- 
dealer distribution, then knifing our 
trade in the back through direct sell- 
ing-—branch-house_ distribution or 
injecting chain-store and catalog- 
house competition at lower price 
levels. Let’s be one thing or the 
other—but, let’s be honest and fair. 

It is my belief that this depression 
will be solved only when the value 
of the dollar is more nearly stabil- 
ized among the various classes of our 
workers—we can’t have prosperity 
when the production of some workers 
is paid for in dollars worth one- 


fourth the value of the dollar we pay 
to others for their labor—when capi- 
tal and industry are willing to trans- 
fer the fruits of mechanization to the 
consumer, instead of putting it into 
their own pockets. 

Certainly it is unsound to pay a 
worker more in dollars than he can 
produce in equivalent goods or ser- 
vices. But it is just as unsound to 
suppose that we can increase the 
value of the worker’s dollar without 
equally increasing the voluine of 
goods and services which we offer him 
for his dollar. In other words, he 
must get just as much in goods and 
services for his high-priced dollar as 
he did for his low-priced dollar, and 
it is up to capital and industry to see 
that he gets it. 

I believe, therefore, that the dura- 
tion of the present depression is di- 
rectly up to-capital and industry— 
we can make no permanent advance 
until much better prices are avail- 
able to the consumer, whose cost of 
living must be geared to his earnings. 

There is still enormous inflation in 
industry, due to mergers, split-ups, 
holding companies, consolidations, 
etc., all of which represent a stag- 
gering overhead, designed to absorb 
the profits of a highly mechanized 
industry, geared up to mass produc- 
tion and high prices. Our job now, 
as I see it, is to deflate this illigitimate 
pyramiding of our excesses—come 
down to earth—use our marvelous 
capacity to produce at low prices— 
add only a fair increment for over- 
head and profit on real capital—give 
the consumer the benefits of large 
volume at low prices. 

Now, suppose we decide to do 
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nothing and allow the situation to 
drift—what then? 

Well, none of us can say just what 
would happen. 

But, consider for a moment what is 
taking place. We see, for instance, 
large and important groups of So- 
cialists, calling themselves progres- 
sives, forming in both parties and in 
both houses of Congress. We see 
similar groups in State legislatures. 

We see laws being proposed and 
adopted for old-age pensions—for 
guarantee against unemployment. 

We see our Congress and our 
states voting huge sums for relief and 
for unnecessary construction in order 
to give jobs. 

We see about a billion dollars 
given in bonuses. We see Senators 
and legislators elected on anti-power 
trust platforms, because people are 
getting tired of allowing the power 
interests to absorb a spread of from 


1500 to 5000 per cent between the 
cost of production and the selling 
price. 

We see our Congress voting hun- 
dreds of millions to a farm commis- 
sion which is empowered by law to 
go into business—erect mills and ele- 
vators—buy and sell—in short, 
monopolize and regulate certain of 
our major farm products. 

All these Socialistic demonstra- 
tions are the direct result of the fail- 
ure of capital and industry to per- 
form according to their promises— 
the thing we have to think about just 
now is, are we going to jump in and 
assume leadership again—but this 
time in a sane and unselfish manner 
—or are we going to stand by and 
allow our industries to be controlled 
by the masses through their politi- 
cians. 

The situation certainly presents 
food for thought. 





Main Street Merchandising 


(Continued from page 42) 


and carvers are included in these 
units because I have yet to meet the 
housewife, cook or kitchen worker 
who did not want more knivés. This 
is especially true since the introduc- 
tion of stainless steel knives. Three- 
way plug sockets are included because 
there is a constantly increasing sale 
for this item, and it is an effective 
way to emphasize the ease and con- 
venience of increasing the number of 
electric outlets in the house. Scissors 
are always being .mislaid; every 
woman wants at least one more pair; 
perhaps the purchase is overlooked 
or has to be justified. The induce- 
ment offered by a bargain in which 
scissors are included should lead to 
many sales. There is a marked in- 
crease in the sale of household knife 
sharpeners and fruit juice extractors, 
so they are worthy of inclusion in any 
combination sales unit designed to 
attract attention. 

As aforementioned, while many 
combination sales units can be made 
up from seasonable merchandise, 
most lines of which include articles 
ideal for the purpose, I am inclined 
to give preference to all the year 
around merchandise — first, because 
of the advantage in increasing the 
sales of articles that are selling all 
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the time; second, because of the dan- 
ger of overstocking seasonable lines. 
One can take a reasonable chance on 
merchandise that sells twelve months 
of the year, and increased sales of 
this kind of merchandise are very de- 
sirable. It means an increase in the 
number of people who call at your 
store, and an increase in the number 
of calls by established customers. 

People who are drawn to a store by 


something special or unusual form | 


the habit of frequenting that store. 
They become acquainted with you and 
your employees; you get to know 
them better. A friendly atmosphere 
is created, and they “browse around,” 
becoming interested in articles they 
hadn’t any idea of buying and prob- 
ably would not otherwise have 
bought. 

To successfully use methods that 
others have proved-the worth of does 
not seem to be a serious task. How- 
ever, in approaching the subject, it 
may be worth while to keep in mind 
that price alone is not nearly as seri- 
ous a competitor as are the MER- 
CHANDISING METHODS AND 
PLANS of those merchants who have 
demonstrated that they know how to 
get business and hold it. 





THE SAW OF THE PAST- 





PRESENT AND FUTURE ! 

















TAKE IT 
FROM AN 
OLD 
TIMER- 


Every one of the old boys who know 
tools use Star Saws, for they have 
proven to be the best for the last half 
century. 


Mechanics today demand Star Saws 
because they are sure of their superior 
cutting qualities. 


Every mechanic is a salesman for his 
local hardware dealer on Star Saws. 


Your jobber can supply you. 


CLEMSON BROS., INC. 


NEW YORK 


MIDDLETOWN 





HACK SAWS and 
BAND SAWS 
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Good Cutlery | ii uerena 
Geared to a om | 

° lide Ys, Uf tne, 
Profit Building Af: 
Sales Plan.... : 





Wall Style Display 
Case Closed. When opened each 
compartment provides ample space for stock. 





“ 
—_— quality first. It’s guaranteed in 
Cattaraugus Cutlery. The steel used in Cat- 
taraugus blades, the result of 40 years’ re- 
search in tempering and hardening, is 
unsurpassed in quality. 












Reputation—Cattaraugus Cutlery is made by 
one of the oldest exclusive cutlery manufac- 
turers in the country. Established in 1876. 


Variety—Pocket Knives, Shears, Scissors, 
Kitchen Cutlery, etc., in patterns we KNOW 
will sell in your locality, because for 50 years 
we have kept a record of BEST SELLERS 
covering every section of the country. 


Proof—Other dealers are using our plan— 
displaying Cattaraugus Cutlery in a specially 
built case that is doubling and trebling their 
sales. We can do the same for YOU. If 
Cattaraugus Cutlery doesn’t sell, we don’t 
want you to keep it. 


‘ 


Send for the facts—you’ll be inter- 
ested in our offer—no obligation. 


CATTARAUGUS CUTLERY CO. 
LITTLE VALLEY, N.Y... U.S. A. 
Established 1876 
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Cutlery Sales Can Be Coaxed 


UTLERY responds to display and selling 
effort as quickly as any line carried by a 
hardware store. The margin of profit on 

most of the line compares favorably with any line 
in any retail field. These facts were prime consid- 
erations with the various chain organizations who 
have used cutlery as loss leaders for drug, grocery 
and even candy and stationery stores, knowing there 
was sufficient margin for manipulation and know- 
ing that cutlery has a general appeal and makes 
sales when displayed prominently. With the ex- 
ception of several well-known safety razor blades. 
the better grades of cutlery are not generally sub- 
jected to indiscriminate price cutting. It is usually 
found that the cheaper grades are used as leaders, 
so that the hardware store pushing good cutlery, 
well finished with good cutting edges, has a good 
opportunity for profitable sale. Various manufac- 
turers introducing new assortments for table and 
kitchen use have increased the sales possibilities of 
the cutlery department. The use of color, stainless 
steel and the different special purpose cutlery all 
add so many more chances to make sales and to 
attract customers to your store. 


In recent years cutlery salesmen have complained 
that hardware dealers are not as attentive to cutlery 


opportunities as they were in the past. In fairness 
to the retail hardware trade at large it must be 
noted that in more than 90 per cent of the new store 
plans that come to the attention of HARDWARE AGE 
cutlery retains its traditional “up front and center” 
location. Surely this is the outstanding prominent 
point in any store. This is also true of most of the 
model stores we have seen, so perhaps our friends 
in the cutlery business are a little unfair. 

It is true of course that many hardware men have 
discontinued sharpening scissors, shears and knives 
and have permitted local “handy men” with no 
particular trade affiliation to get this business. The 
same is true of many other services formerly com- 
mon to the hardware store. It is a question worth 
considering whether or not these various service fea- 
tures should not again become part of the average 
hardware store’s appeal to the public for patronage. 
Often the store’s own handy man, and most of them 
have one, could establish a profitable side line for 
the business by sharpening cutlery, at a nominal 
fee. 

The local handy man getting the sharpening trade 
usually blossoms out into the sale of cutlery just as 
the key cutter and locksmith is now trying to sell 
locks. Either or both of these fellows often becomes 


Windows making an appeal to purchasers of wedding gifts offer opportunities to present 
cutlery. 


It belongs in high class company. 


It is by M. S. Young & Co. Allentown, Pa. 
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a hardware dealer simply because he has seized on 
a neglected field of service that the average hard- 
ware store could very easily handle without in- 
creased personnel. 

There are on the market many simple sharpening 
devices suitable for home use by unskilled oper- 


ators. A sharpening service using one of these 





could very often develop a little extra trade from 
sales of sharpening equipment. 

There is certainly every reason for cutlery con- 
tinuing to receive frequent attention in the window 
display schedule of hardware stores. The line when 
handled in a complete way provides many sales 
upportunities and good profit margins. 





What a Specialist in Table Service Discovered 
About Women and Silverware 


the value of silverware, and are guided in their pur- 

chases by what pleases them, is the conclusion of Mrs. 
Lillian M. Gunn, a specialist in table service and an in- 
structress in household arts, Teachers’ College, Columbia 
University, New York City. She says the important ques- 
tion for those offering silver for purchase is “What does a 
woman expect when she enters a store to make a_pur- 
chase?” . 


Ties women have a mere superficial knowledge of 


Mrs. Gunn questioned women as to what they would 
want to find if purchasing silverware. Their first consid- 
eration was pattern, which should be of delicate outline 
and simple design. Many of them expressed the wish for 
ample monogram space; while they all expressed the desire 
for a pattern, easily kept clean. 


Spoons were favored in medium weight, with not too 
much of a taper, even in fruit spoons. The 5 o’clock spoon 
was not popular, though a spoon designed for fruit cock- 
tail and one for use with the chocolate cup were considered 
desirable. Forks, not heavy and with tines sharp enough 
to pick up food without undue effort, were favored. In 
speaking of knives they said that a good cutting edge was 
necessary. Short bladed, long handled knives were held 


to be attractive, although opinions differed as to their last- 
ing popularity. The chief considerations as to serving 
utensils was that they should have utility first and fine 
appearances next. 


It was found that all of the women desired silver tea 
sets not only for their own use but for their children and 
grandchildren, as heirlooms. — Simple lines were wanted. 
In considering silver service items they expressed pref- 
erence for items that were easily handled; utensils which 
were so made as to make their contents easy to reach and 
use. Silver bowls for flowers and silver chop plates that 
might be utilized for other purposes, when necessary, were 
favored. 


The investigation was among women who could afford 
fine things “in not too simple surroundings.” 


Good quality merchandise, having real utility was the 
favorite. The most popular silverware item was the candle 
stick. Silverware for their children, they said, should be 
of a type to help in the formation of good eating habits. 


Whatever they wanted to buy they desired to obtain from 
stores giving courteous attention and tactful but helpful 
suggestions. ; 





This window dis- 
play devoted main- 
ly to cutlery was 
used with effect by 
the Tuft Lyons 
Hardware Co., Hol- 
lywood, Cal. Prop- 
er attention given 
to this line will 
bring ready re- 
sponse from cus- 
tomers 
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Gem Leads Because Gem Deserves Leadership 


Clip the little 
Overhead Bushes y 


with Gems 





You can depend upon Gem Nail Clippers to 
do their bit. 


Nationally advertised for years . . . quick selling 
. with their smart counter display cards. 

Gems are made for service. Individually 

wrapped in Cellophane to prevent spoilage. 





Gem Jr. Retails 
at 35 Cents 


Gem Retails 
at 50 Cents 


Mounted on Compelling Counter Cards, Gems Sell 
Themselves 


The H. C. COOK CO., Ansonia, Conn. 





No. 12 Butcher and Slicer 
Assortment 


Household Butcher, Slicing, Bread, and 
Cook Knives That Retail for 49c Each 
Packed 1 Doz. in Display 








Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 











CHRADE SAFETY 
Push Button Knife 


No Breakingg 
Singer na& 415 A 


——Saley 
Lock 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


reaoe FVERLASTINGLY SHARP wan 


ed lusively by 


SCHRADE CUTLERY co. Walden, N. Y. 
pre moe regular a pocket rot 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 

















Overcome 
Competition 
with 

“Eversharp” 





Enterprising stores are selling 
great quantities of Eversharp 
low-priced Scisso rs and 
Shears because there’s a big 
market for them. 


Our large and varied line of 
low and medium-priced Scis- 
sors and Shears meets all 
competition when value and 
price are considered. Pat- 
terns retail at 10 to 50 cents. 
Send for Catalogue No. D-118 
and Price Sheet. 


Eversharp Shear Co. 
100-800 Hicks St. 
Bridgeport 


Conn. 
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FOR 


SHIRT CUTTERS 
AND 


PATTERN MAKERS 





MADE SHARP AND STAY SHARP 


Sturt Cutters and Pattern Makers Handles and Blades 

Shirt Cutters’ and Pattern Makers’ Handles 
No. 1 Handle for Nos. 0 and 1 Blades, full length of handle. .4% in. 
No. 2 Handle for No. 2 Blades, full length of handle...... 4% in. 

Shirt Cutters’ and Pattern Makers’ Blades 
No. 1 Blade, % in. wide, 8 in. long 

No. 2 Blade, % in. wide, 9 in. long 
Knives which for more than three-quarters of a century have met the 
requirements of most exacting experts most satisfactorily. Display and sug- 
gest them to your trade. There is a come-back for more, to your profit— 
for the name R. MURPHY on a knife blade guarantees lasting quality— 
lifetime satisfaction to your customers. 
“Write for prices and complete catalog’”’ 


R. MURPHY’S SONS CO. Ayer, Massachusetts 


IMPROVED “PELOUZE” 
( DAIRY SCALES 


Three sizes: 
40-60 and 120 lbs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 
graduations. They are indefaceable and 
indestructible. Very attractive. Made to 
comply with Departments of Weights and 
Measures. Patented adjustable hand for 
obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 


232-242 East Ohio Street, 
Chicago, Illinois 


























“Buffalo” Galvanized Hardware Grade Wire Cloth 
has a reputation for unusual wearing quality—it 
stands up under hard use. Over 60 years experi- 
ence in wire cloth manufacturing for all industrial 
and domestic purposes. Immediate shipment from 
stock on all standard sizes and grades. Information 
and prices on request. 
Write for Folder 83-B 


BUFFALO WIRE WORKS CO. 


Incorporated 
(Formerly Scheeler’s Sons, Est. 1869) 


s 
518 Terrace Buffalo, N. Y. iat 



































Matched Set Kleanblade 
Household Cutlery Pr 


Remington Arms 
Co., Inc., New York | 
City, has introduced | 
a new merchandis- 
ing feature in the 
“Matched Set” of 
Remington Klean- | 
blade _ (stainless) | 
household cutlery | 
with serving tray. | 
Set of 16 pieces is | 
displayed on a rayon 
pad of Nile green. 
which fits on the top 
of an Old English 
serving tray, given | 
free with the com- [ 
plete set. An attrac- 
tive easel display holding the cutlery set and tray is packed 
with every set. Complete set is made to retail for the sug- 
gested price of $18.45. Cutlery items have Bakelite sanitary, 
germ proof handles. Included in the line are a bread knife, 
slicers, spatulas, paring knives, pot fork and grapefruit knife. 








wih we wowcched vet ol he he * 
Reminstsn 
KLgaws.a0e Cumery 








Edlund Household Can Openers 

Household No. 4 can openers are offered in two models by 
the Edlund Co., Burlington, Vt. Table attached model style 
No. 4T is made so that it may.be fastened temporarily or 





permanently. The wall attached style has bracket made in 
two parts to enable complete removal of opener. Dealer 
cost on both models is $1.00 each. Suggested retail selling 
price is $1.50 each. 





33 Out of 43 Retail Bankrupts 
Didn’t Even Take Inventory 


O what extent do retailers keep adequate 

records? To what extent do they actually 

know the status of their stock, and the rapidity 
with which the various items move? These are vital 
questions to which I am obliged to give a rather 
gloomy answer. Our studies in various cities— 
searching studies that probed to the very bottom of 
conditions—showed that most of the retailers who 
failed kept no records. Many of them never took 
an inventory. Out of 43 cases of bankruptcy studied 
in one eastern city, only ten of the merchants took 
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HAVE YOUR CUSTOMER PUT HIS 
SHOP IN ORDER 






Confusion 


The Standard Metal Drill Holder and Gauge 


Prevents confusion. Saves time. 


THE STANDARD TOOL (0 


CLEVELAND 


NEW YORK CHICAGO 














IS handy, waterproof roll contains 5 Russell Jennings Auger 
Bits, for holes from 4/16 to 12/16 in 2/16 steps; also one 
Expansive with large and small cutters, adjustable for all sizes of 
holes from %& to 2% inches. 
All genuine Russell Jennings bits taken from regular stock—the 
same high grade which has given this brand a quality hold for over 
75 years! 


Distributed Thru Wholesalers 
RUSSELL JENNINGS MFG. CO., Chester, Conn. 











MAY 7, 1931 














| 


| 





For over-worked doors— 


Bakelite Molded knobs 


Some doors get ten times the wear of other doors. 


Look around your own home and you will find 
which ones they are; kitchen, pantry, bathroom, 
children’s room and others. These doors need 
Bakelite Molded knobs to stand the extra traffic. 
The next time you supply a builder with hardware 
for a house, or school, or store, sell him Bakelite 
Molded knobs for those over-worked doors. 


Hundreds of hands m@y grasp and turn Bakelite 
Molded knobs, doors may open and close time 
after time, but these knobs will look as though 
they had just come out of the box. They won't 
stain, dent, peel or chip and they keep their orig- 
inal finish indefinitely. You will find them easy and 
profitable to sell. 

Write us for full particulars and names and ad- 
dresses of the manufacturers of these and other 
Bakelite Molded hardware items. 

BAKELITE CORPORATION, 247 Park Ave., New York 


CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 





BAK 


etosTeneo v8 PAT. OFF 
The — trode marts shown obove distinguish materials pymencol ugh for infinity 0” unlimited quontity It symbo!izes the infinite 
by Botelite Corporation. Under the copitol “B” is the sailed throated toon enn 2b Sadie CheepenGodcee 


THE MATERIAL OF m THOUSAND USES 
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Swell Your Profits With These 


2 Leaders 


for Spring and Summer 


Model “*G” 


ROSE 


SCREEN DOOR 


This FREE demonstrator will 
and 


speed your check sales 


‘multiply your profits. Put it 
it shows 
your customers at a glance the 
It is free 
to you = your order for | 
doz. Model 


on your counter. 
Rose’s advantages. 


“G"’ checks 
in cartons, { mounted). 


Rose Screen Door Checks 
have proven their popular- 
ity. Thousands of satisfied 


users. Priced low so that | 
They 
sell, and SELL FAST. 


all can afford them. 


With swift, positive action 
the Rose closes all tight 
doors. Sure! and 


silent! 


Adjustable ne yale regulates 


Made strongly of best ma- 


Easily and quickly 
tached. 


Model ‘G’’. List $2.00 each 


Model 77... 


List 1.00 each 


Let these two-fast-selling items make money for 
you all spring and summer. 


Stock now, if you don’t have them already, for 


the busy season is on. 


Supply the demand for an efficient door check 
at a popular price by offering your customers 
the Rose. Put a Hastings Lawn Sprinkler on 
your counter and see how soon you will have to 
reorder. 


Here’s a sprinkler at a pop- 
ular om which does every- 
thing that high-priced 
sprinklers do—and more 
than most. Whirling or 
stationary. 100% adjusta- 
able. It throws a fine mist 
or heavy stream in any di- 
rection. 


| eT - $2.75 each 
eep weil supplied with 


thie item. Be prepared for 
a brisk demand. 


HASTINGS 
LAWN SPRINKLER 


a packed in attrac- 

3-color display carton 
that sells them from the 
counter. 


Ask Your Jobber Salesman or 
FRANK ROSE MFG. CO., Hastings, Nebr. 


General Sales Agent: JOHN H. GRAHAM & CO., INC., 
New York; 565 Washington St., 


Chambers St., 


268 Market St., San Francisco, Calif. 
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Chicago, IIL; 





: Two who kept books never took inventories. 





regular inventories, and of these only six kept books! 
which could under any test be considered adequate. 
How 


can any retailer proceed intelligently, and with due - 
‘discrimination, when the very bases.of his business } 


are enshrouded in such uncertainty? 


—Dr. Juuius Kern, In Radio Talk. 


‘We ALLOW Some Customers to! 


Do Some Installment BUYING! 


hardware to our customers has sold us on 
the idea that “The small payment down and: 


: ()': experience with installment selling of 


‘little more when you.catch-’em” idea does not work } 


‘out satisfactorily. 





We have boiled it down to the! 
point where we claim that we do no installment’ 
selling. However, we do allow a few customers to 
do some installment buying. : 

. We ‘feel that when a salesman .attempts to show: 
a customer how easy it is buy an article on the in- 
stallment plan, that in a lot of cases he is tempting 
the customer to go beyond his means, and that be- 
fore the customer realizes it he has contracted a 
debt that he will not be able to meet. I don’t be- 
lieve that the mark-up on hardware justifies the 
trouble and expense that is caused by this method 
of selling. : 

However, when a customer, after having shown’ 
interest in an article, asks if he can buy it on pay-! 
ments, we try to figure a plan out with him that will’ 
enable us to make the sale and will at the same; 
time make it possible for the customer to easily! 
meet the payments on their due dates. We do not: 
have much trouble with this class of buyers, but: 
we have had plenty of trouble with the man that in: 
the past we have tried to convince how easy it is to: 
buy on the installment plan. 

During the past year we have sold six electric ' 
refrigerators, ranging in price from $215 to $375. | 
At the present time not one cent is owing to us on! 
any of these. We did not sell all of them for cash 
at the time delivery was made, but we did sell these : 
six. on such terms that we did not wait over thirty 
days for our money. To my knowledge we missed 
one sale during the year because we refused to sell 
on the small payment plan. 

I feel a lot better selling six electric refrigerators 
and having them all paid for than in selling seven 
and be wondering about where the money is coming 
from. The same thing has worked out in radio. 
While we have not received the money yet for all 
we sold in 1930, we have a small percentage stand- 
ing out. I mention these two items because I think 
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Blaisdell 


All you need to do is to show a few Blaisdell 
pencils, where your customers see them—on 
counter, or in show case—and you will keep 
making Blaisdell sales along with other 
goods. 


Blaisdell 


Stock Marking Pencil 





sa 



















| writes on polished surfaces— 
tin, glass, enamel, etc. Just 
what you need for yourself 
and can sell to many lines of 


‘ trade. 


Blaisdell 
Builders No. 660 
the famous number that car- 
penters and builders ask. for. 


Reliable for rapid marking; . 
red to catch the eye. 











Blaisdell 


Lumber Crayons 





' for lumber yards, steel 
mills, railroad workers, 
surveyors and other 
customers of yours. 


Waterproof and 
weatherproof; made in 
seven distinctive colors 
that do not fade. 


Order 
From 
Your 


Jobber alr 


Blaisdell rinsvarin uss 
Awarded Gold medal Sesqui-Centennial 1926 














New! Modernistic!! 


Now the famed PEERLESS No. 35—already so popu- 

lar for camp, lawn, veranda, club, hotel, beach, motor 
boat, rest room and home is being made with solid color 
covers and a modernistic painted design, as illustrated. 
A splendid assortment of color combinations, as for 
example: 


No. 35-R.N.—Red lacquered frame, shaded in black, 
with black or green canvas cover and modernistic design 
of green, red and yellow. 


Another beautiful number is 35 G.N. with green lac- 
quered frame, shaded in black, and orange canvas cover, 
with modernistic design in green, light red, and blue. 


—aaa 


In like manner the No. 11 series—the PEERLESS 
Reclining Group—is made with lacquered frame and the 
solid color cover with modernistic design. New, beau- 
tiful—easy and profitable to sell! 


Send for Samples, Catalog and 
Colored Insert 


Write for our catalog and insert in actual colors, 
and learn the various color combinations of these 
new design folding chairs. Send for samples—(they 
may be returned or kept as part of order. No free 
samples). Just send the coupon. 





















Or Order from Nearest Representative 

L. T. Decker, 7429 Jeffrey Ave., Chicago, Ill. 

H. S. Cleveland Co., 115 S. E. 4th St 
Minneapolis, Minn. 

A. Darusmont, Jr., 49 Central Ave., 
Cincinnati, Ohio. 

M. W. Mitchell, 119 S. Queen St., 
York, Pennsylvania. 

Alden Glaze & Co., 121 Second St., 
San Francisco, Calif. 

L. W. Clarke, 1140 Broadway, 
New York City, N. Y. 

G. J. Smeltzer, 437 Gladstone Ave., 
Toronto, Ont., Canada. 

E. L. Roach & Co., Inc., 

216 Chestnut St., Philadelphia, Pa. 

C. J. Cheeseman, Clarkston, Mich. 


TUCKER 
DUCK & RUBBER CO. 


FORT SMITH, 
ARKANSAS 


“. 





Q2 
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written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 
engineers, for unquestionably 
Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City Oe New Jersey 


Established 1827 


ingerprints 
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they are items sold to a great extent on the install- 
ment plan. We have proved to our entire satisfac- 
tion that we can do a reasonable amount of busi- 
ness on them and still sell for cash within thirty 
days. On the merchandise that we do allow to go 
out on payments, we are very particular to watch 
the due dates of all payments, and if one of them 
is missed we are on the job the next day to find out 
why. We are going easy on installment selling. 

—W. C. Jupson, Judson Hardware Co., Big Rapids, Mich., 


Addressing Michigan Convention. 





| Recording a Firearms Inventory 
By Marvin Sallee 


| T HERE is one important phase of hardware 


management that warrants detailed accuracy 
especially in connection with a perpetual in- 
ventory, and that is the firearms department. 

The loss of firearms through theft or pilferage 
cannot always be prevented, and it is in these where 
the merchant should have information that will en- 
able him to claim his property in the event it is 
recovered. If complete information is available 
the merchant is in a position to give a description 
of his property to nearby dealers who might be ac- 
costed with a trade proposition, and the stolen prop- 
erty can be easily and readily identified. Police 
officers are in a better position to assist in appre- 
hending a culprit if they have definite information 
with which to work and it is to this end that the 
merchant should avail himself of all details neces- 
sary in combating crime. 

A suggested list of data for recording a firearms 
inventory follows: 

Origin (From whom purchased or traded in). 
Date (When acquired)._ 
' Description (Serial number, model and other 
identification). 
Cost (In code). 
Sale Price. 
Disposition (To whom sold). 
Date of Sale. 

It is only a simple matter to record the above 
outlined information, but it is easily ascertained 
that such information is invaluable in the event 
there is a discrepancy in the inventory. Each step 
in this record is important, due to the fact that 
most any point might serve indirectly toward solv- 
ing a crime mystery, inasmuch as firearms play an 
important role in the racket. 

The cost of maintaining this record is hardly 
worth mentioning, in that the dealer can draw up 
his form and there is no necessity in having ex- 
pensive books for the purpose. 
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i” A BIGGER DOST 
At” VALUE for Your 
4 Customers - ae 


(STERLING 
| SUPER T’ STEEL 




















Value — far beyond comparison — is brought by 
the new Sterling Super “T” Steel Post for feature 
after feature marks the Sterling Super “T” as the 
logical post for you to sell and for your customers 
to buy. 

THE STRONGEST POST MADE 


Raised ridges on rib gives greater strength — 
concave face permits easy drainage of moisture 
and adds stiffness and rigidity — a gauge 
anchor plate securely riveted firmly anchors the 
post and prevents upheaval by frost. The Ster- 
ling SUPER “T”’ will give years of perfect sat- 
isfaction. 

Baked on Red enamel with base painted an ad- 
ditional coat of Black protective paint means 
perfect protection and oo er life. Seven fas- 
teners furnished free to fit snugly over the 
studded back — no side slipping or riding 
fence down. 


ils today. Manufactured by 


raised reinf 
ng 
applied for. 
Dep't HA Since 1879 — STERLING, ILLINOIS 








Success Lies 


Knowing How 
Read" 
HARDWARE AGE 


It Tells You 
the How” of Successful 


Hardware Merchandising 


*Study and ab- 
sorb the contents. 
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SUME BUYING 





SaLes make profits! No 
stock — no sales! Customers 
turned away with wants un- 
filled may never come in again. 


Would you? 





There is no risk in stocking 
now as complete lines of Dietz 
Lanterns as you have ever car- 
ried, for Dietz Lanterns are 
popular, advertised, staple 
merchandise with steady turn- 
over and sure profit—priced 
right, now and always. 


R. E. DIETZ COMPANY 


NEW YORK 


Largest Makers of Lanterns 

in the World—Founded 

1840. Output Distributed 

Through the Jobbing Trade 

Only. We Do Not Sell 

Mail Order Houses and 
Chain Stores. 
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Prescribe 


ALLITH 


~~ —for the “terrible- 


/ Sy" 
8 
& a4 


Ss 


a 
ws 


for Judge Crabtree 


Everything he buys is sentenced to a 
life of hard labor, and it must take it 
with a grin. Quality and dependability 
are his standards of judgment. The 
single roller that breaks down under 
the strain of a heavy door, out-laws 
the caster, the door, the contractor, 
the dealer. 


aa 
ee 


tempered” Mr. Smith 


A garage door that jams, sticks 
squeaks, or bangs against his car has 
a short life and an unhappy one. Nasty 
weather must find it working smoothly, 
easily, or down it comes—probably 
in pieces! And woe to the dealer that 
equipped it! 


Vw 





=S° 
for Professor Fox 


He can re-assemble his watch as good 
as the factory man. The _ interior 
mechanism of his radio, his lawnmower, 
his car, has been inspected, tested and 
approved. He doesn’t overlook the 
smallest item. And it has to be good! 
It must be built according to practical 
principles and it must incorporate qual- 
ity materials and good craftsmanship. 


ay; 


( 
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Allith Garage Door Hardware—to stop 
“door troubles” before they start on 
new installations. As a sure cure for 
those small annoyances which make a 
beautiful garage a mental eyesore. As a weather- 
tight, heat retaining door carrier—trouble-proof 
because no effort has been spared to make it 
perfect—ALLITH has no equal. Hardware to 
fit every type of construction, from one car gar- 
ages to great municipal airports—from hinges on 
folding doors to “round the corner” sliding fold- 
ing hangers, ALLITH leads the field. For ease 
of selling, for profit, and last but not least, for 
guaranteed customer satisfaction — prescribe 
ALLITH. 


Allith-Prouty 


OMPANY 


Danville, Illinois 
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Hot OFF THE NAIL KEG 


Miss Neverstop, seating her- 
self between two much-en- 


grossed elderly men, ex- 
claimed: “A rose between 
two thorns.” 

“No,” retorted one, “say 


rather a tongue sandwich.” 


» 


A young fellow named 
Goldstein got a job as con- 
ductor on the Spring Street 
trolley line which averages $9 
to $10 a day in fares. 

After two trips Goldstein 
turned in to the’ superinten- 
dent $19.85. The superinten- 
dent looked at Goldstein and 
said: “You are a wonder, 
Goldstein; how in the world 
did you do it?” 

“Boss, I'll tell you,” said 
Goldstein, “business was bad 
on Spring Street, so I took the 
car up Broadway.” 


A good minister recently 
purchased a second-hand fliv- 
ver which was not so good. 
For a week he drove it about 
the country by himself, and 
time and time again it would 
stop without the slightest 
warning. After a hard week, 
the good minister appeared 
in church. The organ was 


playing lustily, when  sud- 
denly it stopped. In the em- 
barrassed silence that fol- 


lowed, the congregation was 
much astonished to see the 
minister rest his head on his 
hands, and exclaim: 

“Now, what the hell’s the 
matter?” 


Grandfather: “I never see a 
blush on a girl’s cheek now. 
It was different in my day.” 

Flapper: “Oh, granddad, 


9” 


what did you say to them? 


Salesman: “Can I interest 
you in an attachment for your 
typewriter?” 

The Boss: “Nothing doing! 
I'm still paying alimony on 
the strength of the attachment 
I had for my last one.” 





Just prior to the recent 
stock crash, the use of nego- 
tiable paper in connection 
with instalment buying had 
almost reached the ridiculous 
stage. The point is_ illus- 
trated by the story of the 
capitalist who journeyed to a 
seaport to purchase a steam 
yacht. 

“Did you buy the boat?” 
he “was asked on his return. 

“No,” was the reply, “we 
couldn’t get together on the 
price. I offered him $50,000, 
but he held out for $50,200.” 

“What! You let two hun- 
dred dollars stand in the way 
of completing a deal of that 
size?” 

“Why, yes,” was the as- 
tounding reply. “You see, he 
wanted the two hundred in 
cash.” 


Wrecked motorist (open- 
ing his eyes): “I had the 
right of way, didn’t I?” 

Bystander: “Yeh, but the 
other fellow had a truck.” 


There are about nine ways 
that men respond to respon- 
sibility, and here they are: 

“T won’t” is a trap. 

“I can’t” is a quitter. 

“T don’t know how” is too 
lazy. 

“I wish I could” is a 
dreamer. 

“IT might” is waking up. 

“T will try” is on his feet. 

“T can” is on his way. 

“T will” is at work. 

“T did” is the “boss.” 

By checking your answers 
to the call of duty, you can 
by this convenient table tell 
exactly where you stand on 
the ladder of success. 


Every married man has a 
sure road to domestic peace 
by doing exactly as he is told 
to do and then taking the 
blame for it himself. 
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STRONG ORDER NOW! 
— BUY THE 
SAF BEST 


Electric : 




















Window Cleaner Victor 
AIR DRIED FULL STRENGTH IN 
The S I FI I THE CARPENTER | Taver 
e Season is on ) to THE MECHANIC Single 
I A fe SO! 
FOR DDERS THE FARMER 
Common Single THE HOME 
Extension Extension 


WRITE FOR OUR LATEST BOOKLET AND PRICE SHEET 


W. W. BABCOCK. CO. BATH, N. Y. 








Hangers 83/4: NET-WICK 






—Phenix special hardware for screens is 

recognized for its high quality. Years of Poultry Fence Never Sags 

study have enabled us to perfect it in 

every detail. Our new combination of mesh and gauge 

Phenix hanger$ and fasteners save time wire is reinforced so securely that no 

coluue enum and ppg By fee A rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 


when cleaning window screens or storm 
sash be- 
comes nec- 
essary. 


Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply ypu. 





PHENIX 
MFG. 
Co. 








Cor. Center and Humboldt 
MILWAUKEE, WIS. 

















NOW FOR warm weather SALES! 


Warm weather always means re- 
newed activity in the hardware ee ” 


field. To get your share of sum- A King 
mer business in these days of a The inspiring story of Jim King will 
| show you new ways to increase your 
re throat competition, you must warm weather sales regardless of present 
f , conditions. Read how Jim built up a 
ollow definite merchandising brisk profitable trade in spite of stiff 
principles. Don't depend on competition—how he followed a tried 
“ pe and proven shortcut to success. This book- 
luck” there i 1S NO substitute for let will show you how you too can put 
up-to-the- -minute, scientific mer- new life in your store and new profits 
chandising. It may mean the in your pocket. After you receive this 
difference between a_ profitable 
summer business or just a mere 
at a Sef Se eG eG ee et et df ft fd hat eS ke Se 


book, you'll begrudge every minute you 
Ps livelihood. 
: MAIL THIS COUPON NOW 


postponed writing for it—so mail your 

I 
W. oak HE “te : W. C. HELLER & CO., Montpelier, Ohio 5-A 
LL & os eens: Please rush my free copy of “‘The 





request today. It’s free—no obligation 








Story of Jim Kin I am not to be obligated 
MERCHANDISING SYSTEMS ifaw 
MONTPELIER, OHIO New York Office, 20 Vesey St., Suite 500; WRITE NAME AND ADDRESS IN MARGIN 
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Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 













are made in 
Sweden from fin- 

est Charcoal Steel. 
Sturdy and well made. 
Discriminating workmen ap- 


TRADE MARK 
Beware 


imitations 


preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little effort, 


which means sure profits to you. 
Stocked by leading jobbers, or write 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 

















Your customers 
see them— 
and then buy 


Continuous national advertising is 
increasing the demand for 


Moore Push-Pins 
and 
Moore Push-less Hangers 


Any one of our Table or Counter Displays 
will make sales and bring profits to the dealer 
Order one from your Jobber today. 


MOORE PUSH-PIN COMPANY 
Wayne Junction Philadelphia, Pa. 


















EN 
RS GLASS CUTTERS 


Red Devil means 
Glass Insurance 





SPRINGFIELD AVENUE, IRVINGTON, N.S. U.S.A. 


LANDON P SMITH, 
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Coming Hardware 
Conventions 


AMERICAN STEEL & Heavy HARDWARE ASSOCIATION 
ConvENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 27, 28, 1931. L. P. Biggs, 
secretary,-815 Southern Trust-Building, Little Rock. 


Caro.Linas HARDWARE ASSOCIATION CONVENTION, Greens- 
boro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, secre- 
tary, 804-806 Commercial Bank Building, Charlotte, N. C. 


Minnesota RetTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


Mississippi RETAIL HARDWARE ASSOCIATION CONVENTION, 
Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. Guy 
Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PuRCHASING AGENTS, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, ‘New York City. © 


NaTIONAL ELectric LicHT ASSOCIATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NaTIONAL RetaiL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Gleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915- 935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 


Boston, Mass. 


Nort Dakota Retatt HarpwarE AssociaTIon Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota RetatL HarpwarRE AssociaTION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 
~ \ 


| 


SOUTHEASTERN RETAIL Harp- 
WARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION AND EXHIBI- 
TION, Atlanta, Ga., May 12, 13, 
14, 1931. Walter Harlan, sec- 
retary-treasurer, 701 Grand 
Theater Building, Atlanta, Ga. 
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Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold 
Jaws rigid. Made in SIX SIZES and THREE STYLES. 
Buy the Best. These Tools are Time Savers. 

If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 


NEW YORK, CHICAGO 





§AMSO 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jet) 5 a0) .9 


AMSON SPOT, PHOENIX and SACHEM brands 


aoe deietelertachemerrliias olatesertactatlrtathio 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 








Them All 


Quick adjustment, the required strength and ample 
leverage to do any work within jaw capacity are ALL 
incorporated in the B. & C. Adjustable “S” Wrench. It 
gives 100 per cent satisfaction. Ask your jobber. 


BEMIS & CALL CO. 


Springfield Mass. 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free 





IDERING PASI 


QE 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 














WHEELBARROWS 


Seamless, smooth, pressed steel trays 


“Never Break” wheel with rivetless hub 


Grease pocket in hub for efficient lubrication 


Malleable iron axle boxes 
These advantages mean greater satisfaction to the user— 
and the seller. 


Ask your wholesaler Catalog upon request 


THE TOLEDO WHEELBARROW CO. — TOLEDO, OHIO 
Branch Office and Warehouse: CHICAGO — 520 W. Erie St. 


MAY 7, 1931 





YERS corre’ 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 


MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth fer 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FLE.MYERS & BRO.co. 
ASHLAND, OHIO. 
| PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


Modell CHAIN 


sansow A KIND FOR 
EVERY PURPOSE 


HODELL Quality chain, and it will sell 
easier with the Hodell 
_ Chainstore. 
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CLEVELAND 
iE 


a 
oe 


The Chain 


Products Company 
3920 Cooper Ave. 
Cleveland, Ohio 


Hundreds of Orders like this. 
Good Margin, Big Profits 


=>— /- 
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CLASSIFIED ADVERTISING 





Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


RATES apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 





Advertisements from unemployed tives Wanted” advertisements. Discounts for Classified Advertising 

accepted free of charge; inserted 4 insertions, 10% off, 8 insertions, 15% off. 

in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 — ae agg A a Tuer hae 

Box number address may be used. Each additional line............ 60 Wanted Advertisements. _ 

All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWAREAGE is published each Thursday. 

post paid. Each additional line............ -80 Forms close Nine Days previous to date of 
publication. 


Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers “ 


BOXED DISPLAY RATES 
DB fmchea cccccvccccccese cccccc ce oO5.00 


Each additional inch.............. 4.00 











Address your -advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














POSITIONS WANTED 


POSITIONS WANTED 











AVAILABLE—General Sales Manager 


12 years successful managerial record in both domestic and foreign markets. 

Travelled extensively and has wide acquaintance in the industrial field, hard- 

ware, mill supplies, paints and auto accessories. Has broad experience in the 

practical as of sales market and economic research as applied to sales 

and marketing problems. Salary secondary to proposition offering stability 

al — development. Address Box J-298, care of Hardware Age, New 
ty. 














POSITION WANTED: I have experience in hardware, paints, agri- 
cultural implements, and all building materials except lumber, catalog and 
price-book making, retail store management, store and stock arrangement. 
Twenty years selling dealers in New England. Want job as buyer, 
salesman, store or stock management. Will consider lines to sell dealers 
in New England on commission. First time out of a job in fourteen years. 
Have satisfactory reference and will go anywhere. Address Box J-300, 
care of Harpware AGe, New York City. 





HARDWARE OR PAINT. Former manager of hardware and fac- 
tory supply business, capable, energetic, good references, would like to 
assume responsibility of some hardware business with idea of purchase 
at some future time or cover Connecticut territory for Hardware or 
Paint Manufacturer. Age 45, 27 years of selling good merchandise. 
Address Box J-302, care of HarpwAre Ace, New York City. 





POSITION WANTED—Salesmen with fourteen years experience and 
large acquaintance in the manufacturing trade, wholesale and retail 
hardware, mill eens machinery and automotive jobbers in New York 
State, Maine, Vermont, ew Hampshire, desires a position with a reputable 
manufacturer. 38 years old, married. Excellent references. Address 
Box J-183, care of Harpware AcE, New York City. 





RETAIL HARDWARE MAN, 15 years’ experience shelf and builders’ 
hardware, paints, tools, electrical and plumbing supplies, in or near 
New York City. Can take complete charge of builders’ hardware or 
paint departments. Excellent references. Address Box J-295, care of 
Harpware Ace, New York City. 





SALESMAN with established following, selling Hardware, Department, 
Furniture and Variety stores in Northern Indiana and Southern Michigan 
desires connection with manufacturer or jobber. Can furnish good refer- 
ence. Married with family. Address Box J-294, care of HarpWARE AGE, 
New York City 





SALESMAN desires permanent position with Manufacturer, Manufac- 
turer’s Agent or Jobber catering to the Electrical Dealers, Hardware Deal- 
ers, Contractors, etc., territory 100 miles radius, Philadelphia, Penna. 
Address Box J-303, care of HarpwarE AcE, New York City. 





HARDWARE SALESMAN, 15 years’ experience, desires connection 
with reputable manufacturer. Wide personal acquaintance with the job- 
bing and dealer trade throughout the East. Excellent references. Ad- 
dress Box J-297, care of Harpware AGE, New York City. 





BOOKKEEPER, typist, 25, long experience taking full charge of 
office, 4 years in Hardware line, seeks position with wholesale or retail 
hardware concern. Address Box J-290, care of HarpwareE AcE, New 
York City. 





YOUNG MAN, retail selling experience in paints, hardware and 
housefurnishing lines would like to connect with a jobbing concern sell- 
~ Dag engage trade. Address Box J-296, care of HarpwarE AGE, New 

or! ity. 





HARDWARE MAN, experienced in the following lines: Builders’ 
Hardware, Tools, Mill, Factory, and Contractors Supplies, Paints, 
Brushes, etc, Address Box J-293, care of HarpwAre Ace, New York City. 


TEN YEARS’ EXPERIENCE in the retail omting of light hardware, 
housefurnishing, china, toy, garden accessories, etc. ell versed in store 
outlay, window display, firm believer of open display. Price ticket writing. 
Fully capable of taking charge of one or more store managements, Mar- 
ried. ill go anywhere; willing to start from bottom. Address Box 
J-277, care of Harpware Ace, New York City. 





RETAILERS AND JOBBERS.—Have you a responsible position open 
whereby my experience of over 10 years in both wholesale and retail 
hardware, mill supplies, housefurnishings, etc., can be used? Well versed 
in buying, selling, detail work, correspondence, etc. Good education, age 
30. New York State or New Jersey preferred. Address Box J-281, care 
of Harpware Ace, New York City. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. iddle 
West or South preferred. Address Box 1-983, care of Harpware AGE, 
New York City. 





SALESMAN, 10 years’ experience, established following selling Hard- 
ware, Furniture, Variety and Department store trade in Illinois and 
Eastern Iowa. Married, desires connection with responsible manufacturer 
or large jobber. Can furnish A-1 references as to character and general 
qualifications. Address Box J-252, care of HARDwaRE AGE, New York City. 





HARDWARE SALESMAN, age 31, desires a connection with a hard- 
ware or housewares manufacturer for St. Louis and vicinity. Thoroughly 
experienced in the sales of all lines of hardware and housewares. Satis- 
factory references furnished. Address Box J-284, care of Harpware Acez, 
New York City. 





CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc., capable of taking entire charge of making catalogs for 
jobbers or manufacturers. Can furnish sample pages or names of con- 
cerns of catalogs made. Address Box J-286, care of Harpware Ace, New 


York City. 





SALESMAN—Age twenty-six, married, with eight years’ hardware 
experience retail and wholesale, desires position as store manager, buyer 
or jobbers representative where real effort will be appreciated. Have my 
own car. Address Box J-278, care of Harpware Ace, New York City. 





POSITION WANTED—Middle-aged man with varied experience in 
cutlery and wire goods manufacturing, packing and shipping. Licertsed 
engineer. Al references. Moderate salary. Address Box J-147, caré of 
Harpware Ace, New York City. 





HARDWARE MAN—13 years’ experience in retail hardware busi- 
ness and all its branches, desires permanent connection with reliable firm 
in New York State. Address Box J-285, care Harpware Acg, New Y@rk 


City. 





HELP WANTED 


SALESMEN—Distributor has several openings for progressive sales- 
men living in various states East of Mississippi River, also a few 
Southern States. Commission, plus attractive bonus arrangement selling 
hardware, housefurnishings, electrical goods and specialties. Only ex- 
perienced salesmen with excellent following desired. Give complete quali- 
fications and experience first letter. Address Box J-301, care HarpWArRE 
Act, New York City. 








WANTED-—Salesman with car, for metropolitan district to sell an old- 
established line of builders’ and shelf hardware direct from factory to 
dealer. Excellent opportunity for go-getter who understands builders’ 
hardware and has a following. Address Box J-283, care of Harpware AGE, 
New York City. 





SALESMAN, married, understands buying in household, cutlery and 
aint line. Age 48—experience 25 years. Excellent references. Address 
. Eich, 2210 Wade Avenue, Cleveland, Ohio. 
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WANTED—Builders’. hardware man. Moderate salary. Thoroughly 
competent. State experience in minute detail, age, education and salary 
desired. Reply “‘Hardware,” P. O. Box 786, Norfolk, Va. 


HARDWARE AGE 

















CLASSIFIED OPPORTUNITIES 





BUSINESS OPPORTUNITIES 


| 


SALES REPRESENTATIVES WANTED 











DO YOU WANT TO GET RID 
OF YOUR BUSINESS? 


Some clients of ours own a most attractive twelve story 
corner aes ig Loop office building with first mortgage of 
only $400,000. 

Willing to pat Oa for going mercantile business. 

Submit what you have and we will get busy. 


E. B. WOOLF & COMPANY 


139 No. Clark St. Chicago, Ill. 

















An Unusual Opportunity 


for a thoroughly experienced salesman who is now calling on the 
Hardware Jobbing Trade in California and the Southwest States. 

To represent the General Lock Corporation of Lancaster, Pa.—man- 
ufacturers of a line of improved LAMINATED padlocks— 

and The General Grinder Corp’n of Milwaukee, Wis.—manufacturers 
of a complete line of quality tool grinders, vises, etc. 

Both lines sold on an absolute 100% Jobber Only sales policy— 
with the most intensive sales and advertising program ever put be- 
hind similar products. 

Please give FULL details in first letter. Send small snap-shot or. | 
photo of self if convenient. 4 
Personal interview will be arranged with one of, our executives in 

















Los Angeles or San Francisco. { 
WANTED: A partner, active, willing to invest $25,000 in wholesale Aria Pee Seay SP 
hardware business established in Philadelphia 82 years. Address Box GENERAL GRINDER CORPORATION 
J-262, care of Harpwars Ace, New York City. 240 North Milwaukee -St., Milwaukee, Wisc. 
: i r 








SALES REPRESENTATIVES WANTED 








ROPE. SALESMAN WANTED. 100 per cent pure Manila rope,- 14¢. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
y, 82 South Street, New York City. 





LOCAL DEALER OR SALESMAN 
wanted who-is personally acquainted with his CITY 
OR TOWN OFFICIALS. Can earn liberal commis- 
sions selling street and traffic signs. 

MUNICIPAL STREET SIGN CORPORATION 
299 BROADWAY, NEW YORK CITY 











Salesmen to Sell Garden Hose 


Manufacturer of National Reputation wants services of 
salesmen experienced in selling the trade that handles 














4 





SALES ACCOUNTS WANTED 














Representing a Prominent Manufacturer 
in states of North and South Dakota, Minnesota, Iowa, Nebraska, 
Kansas and Missouri, with exception of St. Louis. Call on wholesale 
hardware, heavy hardware, auto accessory, show findings, electrical 
and industrial trade. 20 years on territory. Can handle two good 
lines on commission basis. Best of references. 

Address Box J-299, care Hardware Age, New York City. 


























garden hose. Give experience, lines previously handled, MANUFACTURERS of _ hardware, housefurnishings, electrical ap- 
* + os pliances and specialties, desiring efficient representation, correspond with 

and territory you covered. Commission only. Address Seigy, chase ceaualiiall:. statee. cK S Misaiaainos. Rie 
~ perience men travel a states ‘ast ot Mississippi iver. 

Box J-289, care HARDWARE AGE, New York City. Interested only in items having real merit. Address Box J-292, care of 

TlArpwareE AGE, New York City. 

EXCEPTIONAL OPPORTUNITY for those men calling on Hardware MANUFACTURERS’ SALESMAN, 20 years’ experience, formerly 
stores who desire to materially increase their monthly, commissions, we saw and tool manufacturer in the east, desires connection for the Pacific 
have a worthwhile proposition to offer. In writing, give line you now Coast, California, or Southern California, well acquainted with the 
handle, territory covered, method and frequency of covering. Address trade. Address CHAS. E. BISHOP, 1990 East Mountain St., Pasadena, 
Box J-291, care of Harpware Acre, New York City. | Calif. 








Cid ain ein ridin din din eines EF EP 








business. 


AGE is giving its readers. 


to increasing your profits. 





Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 


The story of this dealer’s success is typical of the practical help which HARDWARE 


A regular reading of the editorial and advertising pages of HARDWARE AGE will 
give you a background of selling knowledge which will contribute substantially 


Hardware Age, 239 West 39th Street, New York City 
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Dealers Report Business Good 
on this New $2.50 Numbe 


(Patents Pending) 











ROLLER COASTER 


No spring motor to wind. No mechanism to break or 
get out of order. Operated by counterweights. Child has 
simple action to perform that intensifies interest—is also 
educational. Attractive four-color finish. lorty-two 
inches long. 


Big-Bang Safe Celebrators 
Just What Boys Want Now 


Safe noise and plenty of it at low cost. 
Real gun flash and bang—but no matches; 
no gunpowder. Safety ammunition (Bang- 
site) non-inflammable, “gg oe gg 
S | not burst gun. Enough for hundreds o 
jh es soe ai “bangs” in a 15-cent tube. Advertised 
stig: caer in leading juvenile magazines. Nine num- 
ries cu wean bers—to retail for $1.00 to $5.50. 
prosecuted. 


THE CONESTOGA CORPORATION 
Main Office and Factory: BETHLEHEM, PA., U.S.A. 


Permanent Showroom 











Room 461, Fifth Avenue Building, New York City 
Export Department: 
Office No. 605, 130 Pearl St., New York City 





CHICAGO TOY FAIR — MAY 11-21 
STEVENS HOTEL — ROOM 507 

















Get FREE SAMPLES 
TODAY 2522 





The led-hed Nail that SZAZS the hole 


FOR CORRUGATED - SHEET STEEL - 
METAL AND PREPARED ROOFING 


They have “all the lead under the head” making 
a permanent, tight, weatherproof seal, positively 
closing the nail hole. The head won’t knock off 
or come loose. Made in 1144”, 134”, 2”, 244” and 
21%” lengths — No. 10 gauge. Bright or hot gal- 
vanized; also in pure copper. 

Nationally Advertised 


THE DENISTON COMPANY 4858 So- Western Ave., Chicago, Ill. 
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The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
the wolves of Lenox were on the 
job! 


Popularity That ARR 
Insures Greater SSS dbchidhbadbadbal 
Hack Saw Profits! RRA RAR BS 


ts 




















Popularity that has 
spread to every corner 
of the land — a demand 
for “the tools in the 
plaid box’’ — from shops 
and men to whom hack 
Saw blades of = super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 
American Saw & 
Mfg. Co. 


Springfield Mass. ae 
: Ne 


a , 































FORSTNER 


Labor Saving 


) AUGER BIT 






Bores Any Arc 
of a Circle 






Many 
New Uses 


_The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes. fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 
Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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THE ADVERTISERS INDEX is published as fi and 
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When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 
prices. 
be Never Drip Steel 
Mortar Hods 





shoulder saddle 
and handle. Edges 
are heavily rein- 
forced. The fork 
is pressed from 
heavy gauge steel. 
— only 11 
s. 


THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 


BICYCLES 
“ VELOCIPEDES 
JUNIORCYCLES 


Enable You to Secure all 
the Better Grade Business 


Iver Johnson’s Arms @ Cycle Works 
FITCHBURG, MASS 


CHICAGS 
OS W. Lake Street 


NEW YORK 
151 Chambers Street 1 
SAN FRANCISCO 
7 Market Street 











Spear- 
Cap 







Opens and 
Reseals Milk 
Bottles 


Doesn't Spill 

It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 

Also acts as a sanitary cover un- 
til milk is consumed. 


BA a Spear-Cap Is Sanitary 








Vv 





s 

NEW Way 
After opening the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the o- edge of the cap 
shell. othing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 
Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 
Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c., $14.40 
per gross. Costs dealer $9.00 

gross. If your jobber 
cannot supply you—write us 
for SAMPLE and prices. 


R. E. MILLER, Inc. 


85 Pearl Street, New York City 
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Users of Poul- 
try Netting are 
re-ordering the 
netting with the 
Rooster trade- j 
mark _ because 
they have found 
it remarkably 
true and 
straight, evenly 
woven and heav- 
ily galvanized. 





At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


HARDWARE AGE 











Nevery gruelling test, “Big Fist” van- 
quishes all comers in its price class. 


Wood’s wear-testing machine matches 
“Big Fist” blades against other makes. 
Result? After cutting 80 miles of 
granite blocks, Wood’s “Big Fist” 
Shovel remains still serviceable. Fifteen 
miles of tough granite was enough to 
wear out the best competitive shovel. 


Place a “Big Fist” Shovel upside-down 
on a concrete roadway. Run over it 
three or four times with a 10-ton steam 
roller. A contractor “from Missouri” 
originated this one . . fully expecting 
“Big Fist” to come out flatter than a 
pancake. But the 10 tons rode over 
it with no visible effect. 


MAY 7, 1981 


A CHAMPION 
.. by every test! 





Swing a 14-lb. sledge hammer on the 
back of an ordinary shovel . . . you'll 
bend or crack it! Now hammer “Big 
Fist” . . . you won’t even bend it! 


Or, jab a “Big Fist” Shovel into a 
concrete wall. You'll get an undented 
blade .. . a shattered wall! 


By every test. . any way you look atit.. 
“Big Fist” is a knockout shovel value. 
Write for our Catalog and prices. 


THE WOOD SHOVEL AND TOOL COMPANY 
Piqua, Ohio 


Wood's 
“BIG FIST” 


Shovels :-Spades :- Scoops 











MATURED 
SCHOOL OF 
EXPERIENCE 


Its Quality ula d ill -Todal lI ee 





“DIAMOND EDGE IS A. QUALITY PLEDGE 


Shapleigh National Series No. 1716. 


We will send free to customers. on request, a copy of the above, printed on high grade paper, in colors as shown, suitable for framing. 


HARDWARE AGE 








